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Letters 


“Men Out of Work” 


To the Editor: 


We have just read Frank B. Rae’s 
article in November Electrical Mer- 
chandising, entitled “More Men Out of 
Work,” and wish to express our entire 
accord with Mr. Rae. He certainly 
gives them H. 

For some time we have followed this 
situation with respect to household sized 
lamps and in one of our big show win- 
dows right now the fallacy of the cheap- 
ness of the imported lamp is being 
shown up by comparative costs to oper- 
ate. This window trim is to stay in one 
whole month. 

We are wondering if we could secure 
permission to have the editor of one of 
our local papers use this article in its 
entirety or perhaps make editorial com- 
ment on it in a coming edition. The 
thought behind this is to bring to the 
public in general once more, the effect 
of their buying of the Jap lamps on the 
labor situation and the depression. 





We trust that you will be good enough. 


to allow us to at least use a part of this 
article. We have been preaching this 
for months and we feel we can gain a 
good deal by the use of Mr. Rae’s article. 
W. T. Jones, Vice-President, 
Hoosick Supply Co., Inc., 
Hoosick Falls, N. Y. 
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To the Editor: 


There is an article in the November 
issue of Electrical Merchandising that 
interests me a great deal and that is a 
story by Frank Rae on the Japanese 
lamp. 

I think every jobber in the United 
States should have a re-write of this so 
we can send it out in circular letter form 
to every one of our dealers throughout 
the United States. Do you have any 
objection to this Company’ s copying the 
story and sending it out to our dealers? 

We ourselves have refused to handle 
any Christmas tree outfits this year of 
any kind, due to the fact they are too 
cheap to be bothering with. 

I am taking it up with the Mohawk 
Valley Club who are having a meet- 
ing in Syracuse today and will ask 
them to bring the subject up there. Per- 
haps you can get the New York State 
body to do something about it right 
away. I. E. GREENE, 
: President 
Southern Tier Electrical Supply Co., Inc. 

Binghamton, N. Y. 
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CHROMEL changed heat by fire...to HEAT by WIRE 





LET LET PLN LINN SE HE TEEN, 





This flat-iron is intended to be merely symbolic of the electric 
heating device industry, which Chromel created. And remember 
that Chromel gives good service in all heating devices—and 
especially demonstrates its durability in Electric Ranges. 
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Simple Arithmetic 


ASED on sales reported for nine months, the total volume of business in 
electric ranges will probably reach 60,000 units for the year 1932. 
The return to the manufacturers will be an average of approximately 
$80 a range. A total of $4,800,000. 

This return will not cover the cost of manufacturing, selling and overhead. It 
provides nothing for the advertising and promotion program necessary to reach 
the industry goal of a million more ranges on the lines in three years. 

The money for extending the market will have to come from the range manu- 
facturers. They can only put up this money if they have margins to provide it. 
Present prices do not yield such margins. Manufacturers this year have tried to 
sell ranges in the higher price brackets. Their effort has been unsuccessful due 
largely to the power companies’ insistence on pushing ranges at $100 or less. 

The utilities still dictate the prices for ranges. 


ANUFACTURERS, distributors and dealers look forward to the develop- 

ment of a broad range market. They are all anxious to sell ranges. The 
result will be a continuing benefit to the domestic power load. The utilities will 
receive this added load just as soon as they will assume their responsibility to lead 
sales upward in price and value. Dealers can take their place as important factors 
in range selling only when the utilities accept the same schedule of list prices and 
discounts set by the manufacturers to cover the costs of promotion and distribu- 
tion as well as the cost of manufacture. 

There is no question here of price agreements. All that is called for is that the 
utilities use their dominant position in range merchandising to foster living price 
levels in their communities. The price at which the power company advertises 
and sells a range tends to set that price as the standard in that area. A dealer who 
must sell ranges at $150 finds it tough going when the central station features a 
range at $99. 

Whether or not next year sees the hoped for range campaign in operation rests 
with the power companies, it depends on their policies toward prices. 


Ce Ve pyar 
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‘‘SELL THE SELLERS’’ 
SAY POWER MEN 


NEW phrase was coined at the 

conference of the N. E. L. A. Na- 
tional Sales Section held in Chicago 
on November 2, 3 and 4. This was the 
first time the power company commer- 
cial managers have been together since 
the convention. They were discussing 
plans for the year’s work, and again 
and again men kept talking about “sell- 
ing the sellers.” They were stressing 
the importance of developing unity of 
purpose and program among manufac- 
turers, wholesalers, contractors and 
dealers in building the market for 
ranges, refrigerators, laundry equip- 
ment and small appliances. They seemed 
‘more concerned than ever before over 
getting the difference of opinion and 
policy among electrical men settled and 
out of the way, so that more progress 
can be made. They appeared to recog- 
nize more keenly their need for co- 
operation from the dealers. 

The electric cookery council held its 
first meeting, but it was not really a 
meeting of the council, but a general 
meeting with everybody invited to 
come and talk about ranges—which they 
did and with enthusiasm. No new 
plans were announced, but the coun- 
cil’s field men are at work organizing 
local councils, with Milwaukee well 
started as Number One. The refrigera- 
tion council held no meeting, except of 
its planning committee, but announced 
that the program would go forward 
next year. The importance of putting 
pressure on clothes washers and iron- 
ing machines, in tune with present do- 
mestic economy, was discussed in the 
corridors as an obvious thing to do, 
but did not take shape in the meetings, 
because the committee was not yet in 
action. But the wiring committee dis- 
cussed at length the possible develop- 
ment of surface wiring as a means of 
increasing the number of outlets in 
homes and voted to promote the idea. 

The general atmosphere of the con- 
ference was optimistic. The urge was 
all for energetic selling. The big prob- 
lem, met at every hand, was how to 
get the whole hearted acceptance of 
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commercial programs by utility execu- 
tives and the harmonious cooperation 
of contractors and dealers. And it was 
agreed that this cooperation must be 
accomplished. 


L. A. REMOVES 
THE BARRIER 


OR the first 500 new ranges sold 

by dealers in Los Angeles and con- 
nected to the lines of the Los Angeles 
Bureau of Power and Light, the mu- 
nicipal utility system, that utility has 
arranged to supply the electric wiring 
for the range. With this impetus, al- 
though not advertised by dealers or the 
Bureau in its promotion, it is felt by 
Arthur Elliott, display manager, that 
the city of Los Angeles will get a really 
good taste of electric cookery and like 
it well enough to spread the idea 
generally. 

Since this municipal utility does no 
merchandising whatever, all sales must 
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be, made by cooperating dealers, of 
which the bureau has now a large num- 
ber. The campaign started Nov. 15 and 
will run approximately until Feb. 15, 
1933. Jointly sponsoring the program 
are the Westinghouse Supply Co., Gen- 
eral Electric Supply Corp., Graybar 
Electric, Inc., Ungar and Watson, Inc., 
Meyberg, Inc., Standard Ranges, The 
Electric Corporation, The Association 
of Electrical Contractors and the Bureau 
of Power and Light. ; 

The free wiring is to be made th 
merchandising feature offer by the deal- 
ers, not the Bureau, but is not to be 
advertised. It is to be used as a clos- 
ing merchandising weapon only. 

Under the plan distributors of ranges 
agree to consign sufficient ranges for 
display on floors of the Bureau offices, 
provide demonstration ranges, supply 
window trim and display material, co- 
operate in special campaigns, furnish 
lists of range dealers, hold meetings with 
dealers to instruct in selling ranges, 
arrange for dealers to display ranges 
also. 


PROSPERITY IN NEW ENGLAND 


When New England held a Prosperity Show recently, Gentsch & 

Thompson, G. E. refrigerator distributors at Boston, tied in. Left 

to right: Thomas Cairns, New England Power Co.; William L. 

Thompson of the distributorship; Richard Lincoln, Boston Edison, 
Cyrus Barnes, Chas. H. Tenney & Company. 
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Dealers agree not to advertise the 
free wiring, to stock and display ranges, 
report to the bureau accurate informa- 
tion for connecting ranges, secure per- 
mission of owner for range wiring 
where range is sold to a tenant. 

The Bureau agrees to sell only 
through dealers, carry advertising, 
maintain a display, make home demon- 
strations on all ranges sold, conduct 
cooking classes, assist in classes to in- 
struct dealers and dealers’ salesmen, 
train servants in the use of electric 
ranges, maintain a group of salesmen to 
assist in training dealer salesmen. 


MORE ABOUT THE 
LAMP INVASION 


AS many interesting letters from 
readers commenting on Frank B. 
Rae’s article in the November issue, 
“The Miniature Lamp Invasion Means 
More Men out of Work,” is one from 
Mr. John Woodredge, Hygrade Lamp 
Division of the Hygrade Sylvania cor- 
poration, 

After pointing out that the recent de- 
pression of the Japanese yen to less 
than 43 per cent par means that 
large Japanese lamps can be landed 
here, duty paid, at less than the cost of 
raw materials of the American lamp, 
Mr. Woodredge procedes to point out 
the steps that can and are being taken 
to correct matters. “The officers of our 
company,” he said, “with those of sev- 
eral other lamp companies have re- 
cently appeared before the commissioner 
of customs in Washington, requesting 
that he invoke an anti-dumping bill 
against further importation of lamps 
from countries with depreciated curren- 
cies, such as Japan. 

“Early this month the commissioner 
notified all customs officers in the coun- 


try to withhold appraisement of elec- 


tric lamp bulbs from Japan pending an 
Investigation of the alleged charges of 
dumping.” 

In addition, Hygrade have issued a 
Pamphlet entitled “Buy American” 
which presents substantially the figures 
and facts on the lamp importation prob- 
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lem brought out in Frank Rae’s article. 
The pamphlet has been given wide dis- 
tribution in the electrical industry. 


WASHING MACHINE 
MAKERS NAME 
ADVISORY BOARD 


kes election of an advisory board 
who are to “roll up their sleeves” 
and plunge into the active business of 
computing washing machine econom- 
ics and coordinate other sales strategy 
has been announced by the American 
Washing Machine Manufacturers Asso- 
ciation, 

Those on the committee are: 

Henry W. Altorfer, Altorfer Broth- 
ers Company; L. R. Boulware, Easy 
Washing Machine Corp.; T. C. Craig, 
Mullins Mfg. Corp.; Fred B. Dechant, 
American Rolling Mill Co.; W. N. Gal- 
lagher, Automatic Washer Company; 
Albert R. Haag, Haag Brothers Com- 
pany; Charles Morrow, Youngstown 
Pressed Steel Co.; Chas. Paeschke, Jr., 
Geuder Paeschke & Frey Co.; E. S. 
Patch, Moraine Products Corp.; R. D. 
Quinn, Nineteen Hundred Corp.; M. R. 
Scott, Barlow & Seelig Mfg. Co.; G. J. 
Seaman, Electrical Merchandising ; Carl 
B. Smelzer, Lever Brothers Com- 
pany; E. O. Thomas, Hurley Machine 
Company; Walter K. Voss, Voss 
Brothers Mfg. Co.3 J. R. Bohnen, Sec- 
retary of the Association; I. N. Mer- 
ritt, Grinnell Washing Machine Corp. :; 
William Shaw, National Syndicate 
Service; and R. W. Randall, Briggs and 
Stratton Corp. 


800 HEATERS 
SO FAR AT P.G.&E. 


Continued balmy weather in northern 
California has caused the Pacific Gas 
and Electric Company to hold its 
punches in the big mail order portable 
electric heater campaign. A trial mail- 
ing of 40,000 was launched, and from 
this some 800 heaters have been sold. 
But the mailings inevitably brought 
about a decided change of weather for 





R. E. FISHER OF P. G. & E. 


“To heck with the climate... .” 


the warmer, and it began to look as 
though the weather was trying to make 
up for last winter’s snow, which it will 
take more than one winter to live down, 
if it only knew how the East enjoyed 
that paradox. 

But, says Harry Carroll, manager of 
electric sales, every cold northwester 
that blows brings in its wake quite a few 
dribbling orders that have just been 
waiting to be shown that it meant it. 

“To heck with the climate,” R. E. 
Fisher, vice-president in charge of sales 
finally decided. And so the remainder 
of the 400,000 mailing is to be made. 
Moreover Harry Carroll says that they 
aren’t going to let Uncle Sam do it all 
through the mails. Three days after 
the mailing in each division, every sales- 
man, employee and dealer is going to 
follow under the mail barrage and mop 
up. After all, it isn’t the academic idea 
of determining just how much or how 
little the mail order campaign will pull, 
it is the load that counts. 

P. G. and E. Co. continues to make 
increases to its range, water heater, air 
heater and even domestic lighting sales. 
Last month its own salesmen sold 80 
ranges, the dealers sold 134. This brings 
the year’s total for 10 months up to 
1,176 direct sales, and 1,654 dealer sales 
of ranges. Dealers show increasingly 
important in water heater sales, totaling 
for the 10 months 712 to the company’s 
808. In major air heating the company 
sold 209 to the dealers’ 819 heaters of 
2 kw. or over. 

With the coming of longer evenings 
a noticeable increase in domestic light- 
ing sales has been noticed. In October 
alone 1,147 pieces of domestic lighting 
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equipment were sold, bringing the total 
for the year to 7,687. While most of 
this equipment is kitchen lighting units, 
a healthy increase in Duplexalite ceil- 
ing fixtures, floor and table lamps has 
been going on. 


PHILADELPHIA 
SOLUTION TO A 
RANGE PROBLEM 


OUGHEST question put to electric 

range dealers by prospective buyers 
is “how much does it cost to operate an 
electric range?” The explanation about 
rates and kilowatt hours, said members 
of the Electrical Association of Phila- 
delphia, is often unconvincing. The 
direct way to attack the problem would 
be testimonials from present users of 
ranges. 

With this idea in mind a broadside 
was gotten up with excerpts from letters 
from 20 users of electric ranges, all who 
were enthusiastic about the economy, 
cleanliness, speed of the electric range. 
Many of these users, according to the 
letters, had been accustomed to gas, oil, 
and other fuels in the past, and had been 
dubious about electric cooking. So en- 
thusiastic was their tone, however, that 
dealers are finding the broadside of 
testimonials from users an ideal answer 
to the question of the cost of operating 
an electric range. The broadside is 
being distributed to members by Mr. 
George R. Conover, Managing Director 
of the Electrical Association of Phila- 
delphia. 


MAJOR BLOOD 
ON DISTRIBUTION 


i Be IS not always necessary to get in 
on the ground floor with a new propo- 
sition in order to make a success, ac- 
cording to Major Howard E. Blood, 
president, Norge Corporation, Detroit. 

“Earlier pioneering is expensive and 
calls for a lot of education. An article 
arrives at the period of national expan- 
sion when about 10 per cent of the mar- 
ket has been sold,” he said to Chi- 
cagoans in a speech, November 10. 
“Some of our greatest successes such as 
Chrysler, Maytag and Delco have been 
made after this first ground work has 
been laid.” 

Needs of the dealer change as the 
field grows, Mr. Blood said. His feel- 
ing was that the retailer today wants 
these things: 

1. A good profit. 

2. The package type of refrigerator. 

3. A short line of not over three 
models. 

4. A true jobber type of distributor 
who did not compete by retailing. 

There are shifts in distribution fields, 
he said, to which a newcomer can more 
easily adapt himself than the pioneer. 
Over a period of time the pioneer makes 
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sO many commitments that he does not 
find it simple to turn quickly and do the 
best thing of the moment. 

_Mr. Blood declared that selling was 
largely a problem of knowing what your 
customer is looking for and showing 
your device gave him the most for his 
money. Salesmen for his firm carry a 
model Rollator even though it weighs 
15 pounds. Their job is to sell the fact 
that their refrigerator offered the most 
refrigeration for the electricity con- 
sumed, he said. 


COAST 
CONTRACTORS 
RETORT 
REAT stir has been caused among 
sales staffs of utilities by the slur 


cast upon sales-mindedness as opposed 
to good business sense in a paper pre- 


FRIGIDAIRE JUDGES 


Lowell Thomas, F. M. Cockrell of 
Electric Refrigeration News and 
Miss Katherine Fisher of Good 
Housekeeping Institute. 
(See Column 3) 


sented by the Pacific Coast executive 
committeeman of the National Electrical 
Contractors’ Association, Francis O. 
Sievers, at the recent Electragists’ con- 
vention at Kansas City. Utility sales- 
managers feel electragists are ungrateful 
for all the cooperative consideration 
bestowed upon them by Pacific Coast 
utilities. Contractors retort that, co- 
operation or no cooperation, unsound 
sales programs that return no profit to 
dealers but do add load to utility lines 
and make profits for manufacturers, are 
without interest or fairness.' Before 
accusing dealers of poor sales ability the 
industry should inquire whether its 
proposals contain sufficient incentive to 
make selling effort worth while or at 
least pay the freight, they add. So far 
the utility men seem more inclined to 








feel abused than to inquire into the 
justness or economics of the charges. 
Electragists maintain the problem is a 
fundamental one, not merely local but 
national in scope, 


FRIGIDAIRE 
PRIZE-WINNERS 


IVE automobiles, ten Frigidaires and 

thirty cash prizes went to winners 
in Frigidaire Corporation’s September- 
October radio contest, according to 
H. W. Newell, vice-president in charge 
of sales. The contest drew thousands 
of live prospects into the 5,000 retail 
showrooms in the country. 

The number of entries totalled 116,- 
000. They were from every section of 
the country and represented every dis- 
trict in which Frigidaire has dealer 
representation. The winners of prizes 
also were spread out while several sales 
districts had more than one prize win- 
ner, nearly every company sales area 
appeared on the list of winners. 

The judges of the contest were Lowell 
Thomas, world known radio reporter: 
Miss Katherine Fisher, director of 
Good Housekeeping Magazine Institute ; 
and F. M. Cockrell, publisher, Electric 
Refrigeration News, Detroit. 


GEORGIA SELLS 
SMALL APPLIANCES 


HE offer of a_  “special-of-the- 

month” electrical appliance each 
month, at a special price and with a 
special commission to the employee mak- 
ing the sale, has resulted in the sale of 
more than 55,000 small electrical appli- 
ances during the past five months by 
employees of the Georgia Power 
Company. 

Included in the items sold have been 
50,004 electric lamps; 2,271 electric 
irons; 1,892 electric percolators; 991 
electric waffle irons and 448 electric 
clocks. It is expected that before the 
close of the year, more than 100,000 
electric appliances will have been sold 
in this manner. 

Leaving out the profits from the sale 
of the merchandise, the increased annual 
consumption of power for the company, 
as a result of the use of the appliances 
thus far sold, will bring in, it is esti- 
mated, an additional revenue of 
$19,500. 

The plan, which was developed at 
the instigation of President Preston 5. 
Arkwright, of the Georgia Power Com- 
pany, and promptly named the “Presi- 
dent’s Plan,” has three objectives. The 
first and primary objective, of course, 
is to increase the consumption of power 
through the increased use of electric 
appliances. The second is to familiarise 
more employees of the company with 
the various services which the com- 
pany has to sell. While the third ob- 
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jective is to bring about improved pub- 
lic relations through a better under- 
standing of the company’s sales prob- 
lems by employees. 

Every employee of the company, 
from the highest official to the newest 
meter ‘reader, has been asked to enter 
the sales campaign on the “specials-of- 
the-month.” Each employee entering 
the campaign is supplied with contract 
blanks to be filled in and signed by 
prospective customers. Each employee 
also has prospect cards which he can 
fill out and send to the sales division 
of the company. 

When a contract is signed, the em- 
ployee does not handle any money under 
the system evolved. No down payment 
is reqired. He simply turns the card in 
to the sales division, which makes a 
credit investigation and decides whether 
to complete the sale or not. Collections, 
too, are in the hands of the sales di- 
vision. And at the end of each month, 
each employee receives a check for his 
commission on goods sold, 

Where prospects are found for elec- 
tric ranges, water heaters or refrigera- 
tors—any large appliance in fact—and a 
sale is completed, the employee turning 
in the prospect card receives a bonus, 
while the salesman completing the sale 
gets his regular commission. 


THE LATEST FROM 
DENVER, SAN DIEGO 
AND SAN FRANCISCO 


C.. draws nigh, and plans 
again take shape for widespread out- 
door. Christmas tree and home decora- 
tion lighting. Again the Rocky Moun- 
tain Division, N.E.L.A., has launched 
its annual “Give Something Electrical 
For Christmas” campaign, enlisting the 
participation of 200 dealers with the 
power companies of Colorado, Wyoming, 
and New Mexico. This year a new 
twist will be given the program—“Buy 
at Home,” being interpreted as buying 
from local dealers. 

Refrigeration news included a recent 
reorganization of the Electric Refrigera- 
tion Bureau in San Diego, to confine 
its efforts strictly to promotional work 
on behalf of refrigeration itself. Policy 
matters led to divergence of opinion in 
the previous organization, and these to 
a scattering of membership. 

Confidential information that one 
large mail order house operating on the 
Pacific Coast through a chain of stores, 
sold over 2,000 electric refrigerators, 
has been obtained. Interesting and po- 
tent news to distributors, dealers, is that 
the mail order house sold most where 
lotal dealers were weakest. One store 
in a small town sold 97 boxes, another 
70. In both the distribution of the other 
lines of refrigerators was weak or non- 
existant. Officials of the mail order 
house are reported well -pleased with 
_ year’s work. Why shouldn’t they 

e? 
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Another Edison 
Promotion 


Things are happening fast in the 
Southern California Edison Co., Ltd., 
organization, with the appointment 
of pioneer, engineering chief-of-staff 
George Clinton Ward to the presidency 
of the company. 


Clyde E. Houston, canny, thoughttul- 
as-well-as-bald headed, was lifted from 
his post directing the Pomona district 
and eastern division into the main office 
to become assistant commercial man- 
ager, right hand to W. C. McWhinney, 
commercial manager. Mr. Houston’s 
experience has been the practical kind, 
from the operating department into dis- 
trict managership and head of district 
sales. Good business sense singled him 
out as a valuable commercial head for 
headquarters. He and Mr. McWhinney 
have reorganized the commercial lineup 
of the company for next year’s opera- 
tions. More news will be forthcoming 
from this team of commercial men. 

From the Northwest late last month 
came news likewise in respect to the 
Graybar company. J. I. Colwell, tall, 
grey haired, suave and soft spoken, has 
been raised from manager of the Seattle 
branch to the position of Northwest 
district manager. He continues to head- 
quarter in Seattle, reporting direct to 
New York. Other changes announced 
are the naming of James Kelley, sales 
manager, Fred E. Gibson, credit man- 
ager for Seattle, A. B. Young, Portland 
credit manager. 





CLYDE E. HOUSTON OF S. C. E. 


the Southern 
Edison commercial 
line-up. 


Helped reorganize 
California 





G. E. “HOSTESS” 


Mary Schwin, assistant director, 
Home Economics, tries out the 
G. E. Hotpoint electric range to be 
given as first prize during the initial 
week of radio improvement contest. 


GENERAL ELECTRIC 
RADIO CONTEST 


O IMPROVE its Daily Circle Pro- 

grams, to bring more people into 
dealers’ stores, stimulate interest in its 
products, General Electric inaugu- 
rated a national contest November 21 in 
which $1,000 worth of prizes will be 
given away weekly for a period of four 
weeks to the listeners having the best 
suggestions on “How Would You Im- 
prove Advertising Over the Radio?” 
To enter the contest the listener will be 
asked to secure an Entry Blank from 
his nearest G.E. dealer. 

Since October 15, the advertising 
announcements on the Circle programs 
have been conducted by Heywood 
Broun, noted columnist critic, who in- 
tends to model them from the best 
statements submitted by the listeners as 
soon as the contest is under way. 


10TH OIL 
BURNER SHOW 


oe following the in- 
augural of Chicago’s “Century of 
Progress” World’s Fair in 1933, the 
10th Annual American Oil Burner As- 
sociation Show will open in Chicago on 
June 12 to 16 at the Hotel Stevens. 
Significant of the great advances made 
by the oil burner industry in the past 
few years, Mr. Morgan J. Hammers, 
President of the American Oil Burner 
Association, said “We expect the 10th 
Annual Show to be a veritable roll call 
of leaders in their lines and an occasion 
that will bring together about 4,000 
dealers from all over the United States 
and Canada.” 
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commercial laundries through 

their organization, the National 
Laundry - Owners Association, de- 
cided that the era of vicious competi- 
tion between the washing machine 
people and themselves should come to 
an end. The washer people had said 
that commercial laundries were un- 
sanitary, that their charges were 
exorbitant and that the use of acids —— 
and strong compounds ruined clothes. ELECTRICAL MERCHANDISING FEBRUARY, 1931 
The commercial laundrymen had 
come back with charges of mangled 
clothes, the alleged dangers in the use 
of washers and the use of charts designed to prove the 
economy of laundry service over home washing. 

The washer manufacturers agreed to play ball with In 1929, Electrical Mer- 








the laundrymen and in a joint resolution of the two asso- —chandising prea pr the 
os : oo : enormous sirides emg 
ciations a new era of sweetness and light was ushered in taken by the commercial 
to take the place of the competitive situation that had laundries to reach a bil- 
existed. lion-dollar-a-year volume. 
That agreement has now been annulled by the laundry- ‘1m +1931, we published 
men ss Si Mrs. Borsodi’s analysis of 
- home washing costs. At 

It is well to remember that by the end of 1927 com- right is a ae issue of 
mercial laundry business had risen from a peak of $500,- Laundry Age, refuting 


000,000 in 1925 to $700,000,000 at the end of 1927. Mrs. Borsodi’s cost data 
Much of this increase was due to the stimulus of a — in the same 
$4,000,000 ad campaign started in 1925 and increased in ner 


; ; : E 
1926 to $6,000,000 to provide for a 4-year increase in LAUNDRY AG 
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want a FIGHT 


by washing machine men leads to 
ual agreement designed originally 
tion between two industries: 


parative costs of doing washing. 
on home ¢osts brought up to date. 


decide real competition not on 
comparative cost data. 


business which by 1930 was to boost their industry to a 
new high of $1,000,000,000 a year. At an average reve- 
nue of $80 a family per year, that would mean 12,000,000 
customers. 

It was in June, 1927, we repeat, that the joint resolu- 
tion went into effect by which laundrymen and the wash- 
ing machine industry agreed to stop poking each other 
on the nose and stick to their own particular brand of 
knitting. 

Since that time a lot of suds have gone over the dam. 
Washer sales, while showing a marked decrease in dol- 
lar volume, advanced steadily forward in the kitchens and 
cellars of the nation. 

The six years sales figures show: 1926, 843,685 ; 1927, 
775,661; 1928, 809,884; 1929, 956,000; 1930, 802,000; 
1931, 812,000. 

There were as many washers being sold, therefore, in 
1931 as in 1928 or in 1926, despite the fact that an 
economic depression 
robbed people of siz- 
able hunks of their 
income and many 
more of even their 
jobs. But, whereas 
the factor of reduced 
incomes played an 
portant part in the 
maintenance of wash- 
ing machine sales, 
the sad facts of a 
depression have con- 
tributed to drastic 
curtailments in the 
volume of business 
done by commercial 
laundries. 
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The failure of the commercial laundries to reach their 
billion-dollar-a-year objective has caused them no small 
concern. Nor are they blind to the fact that this pro- 
posed and seemingly assured growth in their business 
has been largely due to the increased acceptance of the 
home laundry idea on the part of the American house- 
wife. 

Their first step, therefore, in the new drive to recoup 
lost ground, is to be a recognition of the frankly com- 
petitive nature of the interests of commercial laundry- 
men and the manufacturers of electric washing machines. 
And their recent annulment of the agreement designed to 
avoid the harsh implications of the competitive situation, 
is a call to arms against.an enemy that threatens to under- 
mine the very foundations of their business. Both in the 
bulletins to their members and in the pages of their trade 
press is sounded the opening gun of that war. The safety 
of home washing having been adequately demonstrated, 
it will be fought on a comparative cost basis. 

The real picture behind the situation, however, is one 
pregnant with meaning to the electrical industry. With 
more than 8,000,000 washing machines already in the 
21,000,000 wired homes of the country, the trend to 
home mechanization is already firmly established. The 
washing machine industry has nothing to fear from at- 
tacks on the part of commercial laundrymen. Whether 
on the basis of impartial cost data to fix, once and for 
all, the superiority of the washer on the basis of economy 
in the home, or from research to prove the already known 
fact that home-washed clothes last longer, the ammuni- 
tion is all on the side of this industry. 

Nor should we hesitate to use it. The laundrymen 
have served notice of their intention to concentrate their 
attack on the washing machine. But this industry has 
been built on fight. Only by education against tradition 
and waste, only by persistent and undiscouraged selling 
effort, has it implanted its products in the homes of the 
country. The shrill yelp that went up from the icemen 
when electric refrigerators began to be sold, is still ring- 
ing in our ears. The reverberations of the gas men as 
the electric range pushes steadily on, are gaining in- 
tensity. So there is nothing new in the present situation. 
The commercial laundries are just waking up. That is all. 

And they are waking up too late. 

ar % 
OME indication of the pitch of excitement to which 
the laundrymen have recently worked themselves up, 
is contained in the September 15 issue of the “Service 

Bulletin” issued for members of the Laundryowners Na- 

tional Association. In that issue the entire competitive 

situation between the washing machine industry and the 
laundry industry is canvassed and laundrymen are urged 
to recognize the extent to which washer competition 
affects their business. Among other things, a table re- 
viewing the detailed costs of washing at home, is pre- 
sented (See page 25). In that table, it will be noticed, 
the total cost of washing in the home amounts to slightly 
more than 92 cents per week including interest on the 
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FOR $5,000 INCOME 


Weekly cost of WASHING AND IRON- 
ING ENTIRELY AT HOME with electric 
washer and ironer by the average family of 5 
with an income of over $5,000. | 


6% on investment of $119.50 in washer; $69.50 
for ironer; $10 for hand iron and other 


PRSIABUIIORNIE rigs osc ahead otis sia maniaee $0.23 
10% depreciation on above................... .38 
Costs for washing 3} hours................... .26 
Costs for ironing 5} hours.................... -28 
83 hours labor of laundress................... 2.19 

$3.34 


Weekly cost of washing and ironing in aver- 
age family of 5 with an income of over $5,000 
which uses COMMERCIAL LAUNDRY 
and does PART OF WASHING AND 
IRONING AT HOME. 


ELT Te Oe Per TS eee $4.50 

Excess wear and tear or depreciation on wash 
’-. gent to commercial laundry................ by iP 

6% interest on $10 interest on hand iron and 
other equipment........ Soy ee ee eee 01 
10% depreciation on above................... .02 
Costs for washing 2.3 hours.................. 13 
Costs for ironing 3.5 hours................... .09 
5.8 hours labor of laundress.................. 1.45 
$6.92 


Costs in families using commercial laundry.. $6.92 


Costs in family doing washing and ironing 
BIEITOIVBUMBIMNG «oo. c oocee Sew ee hae aun .34 


AVES HOT WEEK. 5.0055 is 55 css Sse sss ars $3.58 
On this basis, the washer and ironer would be 
paid for out of savings in less than 53 weeks. 


If the housewife does her own work, then it 
would take only about 41 weeks to save enough 
to pay for the two machines. 





FOR $2,500 INCOME 


Weekly cost of WASHING AND IRON- 
ING ENTIRELY AT HOME with electric 
washer and ironer by the average family of 5 
with an income of less than $2,500. 


6% on investment of $69.50 in washer; $69.50 

for ironer; $10 for hand iron and other 

UNE NITION 5.6552 57.05 slo ose ee $0.17 
10% depreciation on above................... 29 
Costs for washing 2} hours — soap, hot water, 

etc., at 5ic. per hour- current at 2c. per hour- 


COCR], 7ACHPEr NOUN oo. 5 6 Seek onde tues 18 

Costs for ironing 3} hours — current at 5c. 
UN Naa bike 045 5 ee Se eee -18 
5{ hours‘ labor of laundress at 25c. perhour... 1.43 
$2.25 


Weekly cost of washing and ironing in aver- 
age family of 5 with income of less than $2,500 
which uses COMMERCIAL LAUNDRY and 
does PART OF WASHING AND IRON- 
ING AT HOME. 


eT ee ee ee eee $1.75 
Excess wear and tear, or depreciation on wash 
CONC COMBUMNGLY: «<6 o-5 6555665 Gein be ele ceeieee 38 


6% interest on $10 investment in hand iron and 


eee eres 01 
10% depreciation on above................... .02 
Costs for washing 2.3 hours, soap, hot water, 

etc., At 57 per HOUP. «. .e6 coe coc e ces wae -13 
Costs for ironing 4.2 hours, current for iron at 

I Siti eric 0505 ta a was eho ss 11 


63 hours labor of laundress at 25c. per hour... 1.63 


$4.03 


Cost in families using commercial laundry... $4.03 
Cost in families doing washing and ironing 

IIE sin 65-55 odee oD esccaue ee eee 2.15 

A a -) a $1.78 


On this basis the washer and ironer used 


would be paid for out of savings in less than 
79 weeks. 











investment in equipment, depreciation, cost of. supplies, 
water and electricity. 

An examination of these figures reveals (1) that de- 
preciation is too high. . The washer is figured at $85, 
last year’s average price. But the life is given at seven 
years. Most washers will give ten years’ service rather 
than seven. (2) An investment in stationary wood wash 
tubs costing $15 with a life of 20 years is much too high. 
The heaviest galvanized iron tubs, listed by Sears Roe- 
buck, cost $1.08 each delivered which would change that 
figure to $2.16 rather than $15. Even if replaced two or 
three times they would be cheaper. Furthermore, most 
houses are equipped with built-in tubs which last indefi- 
nitely. (3) A’ solid copper boiler cost only $3.50—they 
figure $5.50. (4) A 3-burner gas plate is only $3.40— 
they figure $6.00. Even the smaller items are over-esti- 
mated. For instance—a clothes basket costs .85 not 
$1.25; clothes pins .19 not .25 and the same for clothes 
line. On another page, quoting from a survey made in 
Joliet, Ill., they make the statement that clothes are not 
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boiled in a majority of homes which would eliminate the 
necessity of both a wash boiler and gas plate both of 
which were included in their cost data. The charge for 
electricity, listed at .08 per kw.-hr. is high; the national 
average is .056. 

In addition to this data on costs published by the 
Laundryowners National Association, Laundry Age 
challenged Mrs..Ralph Borsodi, home economist, to pre- 
sent her views on the economy of laundry in the home 
as compared to power laundry work. Her paper was 
published in the November issue of that magazine and 
reviewed and criticized in the same issue by one of their 
staff writers. Mrs. Borsodi, it will be remembered, was 
one of the first home economists to raise this question of 
comparative costs when, at the invitation of Electrical 
Merchandising, she published her findings in the Febru- 
ary, 1931, issue. At that time she computed, on the basis 
of exhaustive cost studies made in her own home at 
Suffern, N. Y., that a home laundry equipment, including 
washer and ironer, would pay for itself within 30 to 
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66 weeks, depending on whether a laundress was hired 
or the housewife did the work herself. 

It is common, and not too happy knowledge, that the 
cost of commodities, materials and labor have undergone 
considerable revision during the past two years. We 
have asked Mrs. Borsodi, therefore, to revise her figures 
to make them more nearly approximate costs as they are 
today. In reviewing this, it is well to keep in mind that 
the cost of laundry service has also declined. Mrs. 
Borsodi’s revised tables are published with this article. 

We are printing these tables of costs because they be- 
long in the story of the home laundry situation. They are 
part of the facts which are always well to keep in mind. 
But we would like to emphasize, first, that they are not 
all the facts; and second, that they are not the facts that 
are most important in our sales presentation of the 
washer and ironer to the housewife. The power laundry- 
men would enjoy no advantage if this entire controversy 
of the commercial laundry vs. the home laundry were 
fought out on a basis of comparative costs of doing the 
washing alone. However, with even the difference obvi- 
ously on the side ot the home laundry, the laundrymen 
can meet this single argument pointing out the conven- 
ience and ease of having the clothes sent to the laundry. 


HE real story, which the comparative costs of wash- 

ing would cloak, is the story of the actual deprecia- 
tion of clothes, the story of clothes that wear only half as 
long when done by the laundry, the story of clothes that 
are lost and, finally, the story all too little emphasized— 
that of the double investment in the amount of clothes 
required by the family when they use the commercial 
laundry. In addition, it has been determined in impartial 
surveys, that a large proportion of families do a part of 
their washing at home even though sending a bundle out. 
In other words, even those people who patronize the 
laundry are prospects for washers and ironers and home 
laundry equipment. 

What is urgently needed—and what would knock even 
the comparative cost data into a cocked hat—is adequate 
research on the part of the home laundry industry to de- 
termine the actual depreciation rate of clothes sent out. 
With that information in the hands of washing and iron- 
ing machine people, the controversy concerning compara- 
tive costs would take a less important place and the 
business of equipping homes with washers and ironers go 
forward with new impetus. 


HIS is not only the opinion of the writer but of a 

number of washing machine manufacturers them- 
selves. As they have aptly pointed out, the 8,000,000 
present users of washing machines constitute the greatest 
proof of the superior economy and the advantages from 
the standpoint of wear and tear on clothes, of doing the 
laundry at home. It is the old political adage—‘A man- 
date from the peepul” all over again. The very fact that 
the commercial laundry interests are displaying great 
agitation about the inroads being made on their business 
by the washing and ironing machine, is an acknowledge- 
ment that theirs is the defensive position. 

Recognizing this, the washing machine men believe that 
emphasis on the comparative cost data developed so far, 
should be used with care. The dealer, in other words, 
confronted with an argument about comparative cost of 
washing at home and sending the bundle out should use 
the cost data only when necessary to prove a particular 
point and not as a starting point in a general sales talk. 
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The sales talk should be built around the general theme 
of economy which embraces far more vital selling argu- 
ments than the demonstrable differences in the cost of 
doing the washing. It is this very cost argument, as a 
matter of fact, that laundrymen would like to see played 
up. It provides a convenient substitute for the deeper, 
underlying economies of home washing over the laundry 
which takes into consideration the rapid depreciation of 
laundry-washed clothes and the necessity on the part of 
the family to invest in twice as many clothes of all kinds 
when a laundry is used. 








LAUNDRY OWNER’S STATEMENT 
OF COST OF HOME WASHING 


(From “Service Bulletin of Laundry Owners 
National Association) 
TOTAL 


PER 
PER WEEK WEEK 


COST OF OWNING HOME 
WASHING EQUIPMENT 


Interest on capital invested in 
washing machine and other 
equipment 

6% on $113.75 = $6.83 per year........ 


Depreciation on cost of equip- 
ment 
1 —- Electric Washing Machine 
(cost $85.00 — life 7 years) $0.233 
2 —- Stationery Wash Tubs — 
Wood 


o 

(cost $15.00 — life 20 years) 
1 — Wash Boiler, Copper 

(cost $5.50 — life 10 years) 
1 — Gas Plate — 3 Burner 

(cost $6.00 — life 10 years) 
1 — Clothes Basket 

(cost $1.25 — life 5 years) 
1 — Washboard 

(cost $0.50 — life 5 years) 
1 — Clothesline 

(cost $0.25 — life 3 years) 

Clothes pins — 1 lot 

(Approximate cost 25c. — 

life 3 years) 


014 
O11 
012 
005 
002 


Total Depreciation Cost........ 


Repair Costs (estimated over 
7 year life of washer), $10.00 
= $1.43 per year =................. 


Total weekly cost of owning home 
washing equipment................... $0.440 


COST OF WASHING (Exclusive of any labor) 


Washing Supplies 


2 bars of soap @ $0.035........ 
3 box soap powder or chips... . 10 
Starch and blue............... .02 
+ box Borax (water softener)... 05 


Total Supplies: .. 3.2... oo eee 


Charges for Public Service 
Gas (75 cubic feet @ $0.186 per 
100 cubic feet) 
Electricity (0.7 kw.hr. @ $0.08 
Pg rr 
Water (90 gallons @ $0.053 per 
CT.) Serre .048 


$0.240 


Total Public Service Charges........ .243 


Total Weekly Cost of Supplies Required to 
do Washing in Home..................... 
GRAND TOTAL WEEKLY COST OF WASH- 
ING IN HOME 


$0.483 

















A California Department Store 


that uSe€S.... 





The 
rward 


All the football 1s not confined to the 
Berkeley Campus—Hunks, with a branch 
store across the street from their main 
building, get them going and coming 











Near a side entrance is planted a refrigerator 
to sell itself. 


Demonstrator Mrs. Lucas irons, uses the mixer or 
operates a washer to show passers-by how easy 
it is. 


In a busy aisle “island;’ sometimes both demon- 
strators join forces. 


then J. F. Hink & Sons department store, in the 

campus city of University of California’s Golden 
Bears, Berkeley, Calif., uses it. In the game for 
more sales it sends a branch store around right end to 
receive the pass and make sales while the main store 
smashes the main sales resistance. 

Branch stores in themselves are no novelty. But to 
have one just across the street from the main store is 
novel enough to search out the reason why. If it isn’t 
cricket, then it must be football. And in this case very 


[: A forward pass can be applied to appliance selling, 
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By William Cyr 









much the same strategy applies as with the forward pass 
in football. 

Three years ago, according to young, light haired, 
eager Julian Carash, manager of the electrical appliance 
department, the Hink company decided to open a new 
store for appliances. The reason—in order to keep open 
evenings. A big department store cannot be kept open 
just to benefit its appliance department. And an appli- 
ance department often does its best selling after store 
hours. 

When the choice of location came up, consideration 
was given to a branch store some distance away, pos- 
sibly along another of the college city’s business streets. 
It was a happy choice that placed the new store directly 
across the street from the main store, experience has 
proved. All the essential servicing supply, and stock 
functions are close enough together to make for econ- 
omy, but the selling organization can better be distrib- 
uted to take every advantage of store or street traffic. 
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When the main store 
on one side cannot 
thandle the crowd, it 
sends them across 
the street. Big signs, 
which could not be 
used at the main 
store, are possible at 
the branch store. 


Salesman F, A, Con- 
uerse pulls them in 
off the street. 


It is not unlike open formation on the gridiron, after 
all, since the appliance stock in the main store itself is 
strategically placed at every available location, such as 
entrances and in aisles, to bring it in greater contact with 
the shoppers. 

A word or two of the city and its sales problem. 
Berkeley, like most college cities, has a large student 
population, particularly so since the University of Cali- 
fornia there has an enrollment of 8,500 students. But 
more than this, it is one of the choice residential suburbs, 
the home of a large portion of San Francisco commuter 
business people. Berkeley’s population is about 90,000, 
and its boundaries merge into those of Oakland, Albany, 
Richmond, Piedmont and several other communities on 
the east side of San Francisco bay. It has two main 

(Please turn to page 41) 
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Julian Carash, the “quarter- 
back” manager of the appli- 
ance department team, who 
directs the sales play where 
it will make the most gains. 
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for 


W INTER DUNSHINE 


say 
These 


Companies 








SUNLAMP 
CAMPAIGNS 


Now Running or 
Scheduled by Utilities 
and Others 


Ohio Public Service Co. 

West Penn Power Co. 
Niagara Hudson Power Co. 
Penn Power & Light Co. 
Public Service of N. J. 
Philadelphia Elec. Co. 
Duquesne Power & Light Co. 
Electric League of Tri-Cities 


Central Illinois Pub. Serv. Co. 

Georgia Power & Light Co. 

So. Calif. Edison Co. 

Ohio Edison Co. 

Penn. & Ohio Power & Ltg. Co. 

Dayton Power & Light Co. 

New England Power Assoc. 

Commonwealth Edison Co. 

Potomac Edison Co. 

Metropolitan Edison Co. 
(Reading) 

United Power & Light Co. 

Alabama Power & Light Co. 

Brooklyn Edison Co. 

Public Serv. Co. of No. Ill. 





(Davenport, Rock Island & Moline) 























GALLOWAY 


By T. F. 


HEN Theodore Roosevelt bared his gleaming 

teeth, back in 1906, and stabbed a signature on 

the Pure Food and Drug Act, he established a 
magna charta for medicine. He swept out many indef- 
inite cobwebs in a manner that would be welcomed by 
the sun lamp industry today. 

For after all is said and done, ultra violet rays are 
medicine. The path these ray-producing appliances have 
traveled is strikingly similar to drug history. 

Health through light!) A brand new cure-all! Ultra 
violet started off to a roaring start like thousands of- 
pink pills and patent preparations. It would grow hair, 
cure colds and relieve housemaid’s knee, to hear some 
salesmen tell it. All that was lacking were blackface 
minstrels and a gasoline torch to complete the patent 
medicine set-up. Before the 1928-29 boom on health 
lamps reached its height, the whole idea showed signs 
of getting into the snake oil and asafetida bag class. 

Like a baby with a cut glass bowl and a hammer, 
things soon began to happen. The proposition, like the 
selection of pharmaceutical chemicals, was too compli- 
cated for the public to handle barehanded. The results 
that physicians obtained didn’t seem to be duplicated in 
the home. There were signs that health rays were going 
to bow themselves out of the picture, along with divining 
rods and electric belts. It was evident that Old John 
H. Public hadn’t any more idea of the pharmaceutical 
value of health lamps than he had wisdom about drugs. 
However, right when wiser people were beginning to 
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office and store sunlamp sales is here 
The story of the S-2 lamp to date 


NOW. 


Blackburn 


ask what all the shooting was for, calmer counsel 
arrived on the scene. Probing deeply into the bedlam 
of miracle claims, it was shown that there was consider- 
able meat in the nut, in fact, a hint of an idea as basic 
as Edison’s. motion picture machine, and a germ of a 
grand strategical plan that might benefit the entire light- 
ing industry. Summed up, here was the net: 

1. The human animal requires certain essences of 
the sun’s rays to enable him to build up resistance to 
disease and keep healthy and happy. 

2. Civilization has taken him indoors, and he was 
missing out on his share of these ultra violet rays. 
Ordinarily window glass cut them out of sunshine, and 
present methods of indoor lighting didn’t create them. 

3. Inasmuch as the idea of ultra violet light being a 
“medicine” sounded wild eyed to most people, and they 
couldn’t make head nor tail of the principles behind it, 
it was necessary that some unimpeachable authority 
investigate and determine what it would actually do. 
Otherwise, the whole thing might run into quackery and 
discredit. 

4. It was necessary that lamps creating ultra violet 
be made fool proof, produced in a manner so that its 
rays would not harm eyes, cause burns or damage tissue 
through emission of short, deadly waves. 

5. As with other medicines, it was probable that 
health lamps would be more widely accepted if they 
were “sugar coated,” that is, dressed up and mer- 
chandised in a way that would get them away from 
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The market for dual-purpose, home, 


Dual-purpose lighting util- 
ising S-2 sunlamps, as in- 
stalled in Tostwich Shop, 
Spokane, Wash. 


The fact that it gives yood 
light, and is as good looking 
as any other portable lamp, is 
expected to 
acceptance for the health giv- 
The 


dising strategy is to set the 


win widespread 


ing sunlamp. merchan- 
sunlamp with other portables 
and sell it like a portable. 


the hospital appearance and into the drawing-room class. 

6. Once wide acceptance was won, there was a chance 
that sun lamps might throw into obsolescence the entire 
system of interior lighting in America, and create a 
great deal of business through replacements. 

7. From the dealer’s standpoint, the sun lamp at last 
provided an item which was non competitive, and on 
which price could be maintained. 

The marketing of the S-1 lamp in 1931 announced 
the arrival of a source of ultra violet in the conveniently 
accepted bulb style of lighting. On the heels of this 
lamp came a less powerful model, S-2, intended for home 
use. Both of these supplied suitable light, as well as 
ultra violet rays, and provided them in so moderate a 
dosage that ordinary life could go on under them 

(Please turn to page 41) 





Sell the 


Product 


C. A. Poole, president, 


HE very prevalent idea that washers, under 

present conditions, can only be sold on price has 

been knocked into a cocked hat by Poole Maytag 

Co., St. Louis. This organization has demonstrated that 

washing machines at standard prices can be fearlessly 
sold in the face of low price competition. 

To back up its contention, this company reports the 
sale of 97 more washers during the first six months of 
1932 than in any previous semi-annual period since it has 
been in business. As a matter of fact its next best period 
was not in the boom year of 1929 but in 1926! The 
second half of 1932, while not as outstanding as the first 
half, gives promise that the year will be by far the best 
in the company’s history. 

As variety is the spice of life so is competition the 
spice which should result in more washer sales. The 
Poole company believes that if St. Louis had been sub- 
jected to a sales attack by competitors, patterned after 
its own, that there would have been still more standard 
price units sold this year and that its own sales would 
have also been greater. 

Sales are dependent to a considerable extent on the 
maintenance of a washing machine consciousness. Much 
of this was developed by active campaigns put on years 
ago. But it needs constant stimulation such as would 
result from the activities of many competitors. 

Even though there are thousands of low priced ma- 
chines being sold, C. A. Poole, Pres. believes every buyer 
of a low price unit is a future prospect for a better ma- 
chine. By purchasing the low priced washer they will 


30 


Poole Maytag Co., St. Louis 


become washing machine conscious. Then it will only be 
necessary to demonstrate the advantages of the standard 
unit. 

There are few selling organizations that can point 
to their 1932 records with pride. The Poole organization 
with its best year in 1932 causes questions to be asked 
on how it was brought about. According to Mr. Poole 
there were no secret methods employed which made it 
possible. To use his words—“It was just a result of 
the use of old fashioned bare handed selling methods. 
coupled with an intimate knowledge of our product and 
how and to whom it must be sold.” 

This Maytag distributor has had years of experience 
in the appliance game and has found there is but one 
way to make a success of washing machine merchandis- 
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* fact that they are 


not the brice 


HOW 


The Poole Maytag Company, St. 
Louis Has Increased Sales in 
the Face of Price Competition 


By R. G. Burr 


ing. It is by washing clothes. Actual washing is the first sales 
commandment. The salesman’s job is to get an opportunity to 
wash clothes. The more clothes there are washed the more sales 
result. Sales are a direct function of demonstrations. If there 
are demonstrations booked, sales will follow and the converse is 
equally true. People do not buy a device, such as a washer, unless 
they can see what it can do and the best place to demonstrate this 
is in the prospect’s home with the family wash. Following out this 
practice it is not unusual for as many as 125 washings to be done 
on a Monday morning and some 200 machines are assigned to 
demonstrator service. As the week progresses the number of 
possible demonstrations must necessarily diminish—Monday is still 
the Nation’s washday. 

But how does the Poole organization function so well. Because 
the 4 salesmen are first made to feel that they are each a very real 
part of the company and not free lance individuals out ringing 
doorbells in the hopes that orders will follow. All men employed 
appreciate that retention will depend on their ability to produce 


The home dem- 
onstration, wsing 
the family wash as 
subject matter is 
Poole Maytags first 
sales  command- 

ment. 














Contact with 
salesmen and sell- 
ing them on the 


a real part of the 
organization is ac- 
complished by these 
daily meetings con- 
ducted by D. B. 
Hutton, factory 
district. manager. 
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results, which are to their own as well as the company’s 
advantage. Because of the mutuality of interest the 
practice is followed of placing every sales tool known 
in solicitors’ hands together with instructions on how to 
use them. 

Although a salesman must necessarily do his work 
individually he is never permitted to forget this tie to 
the rest of the organization. To maintain this relation, 
every salesman, regardless of the part of the city in 
which he is working is due at headquarters at noon every 
day. Here D. B. Hutton, factory district manager, who 
is directly responsible for the sales record made, pre- 
sides. Short snappy sales talks are made by crew super- 
visors and Mr. Hutton. Seasoned methods of approach 
ind selling are passed on to the newer men and recalled 
to those of longer association with the company. It is 
Mr. Hutton’s job to maintain enthusiasm down the line 
—all the time. To maintain an effective selling organi- 
zation the enthusiasm of all will depend on that shown 
by those at the top. If those higher up start to slip the 
rest of the organization will reflect it in volume of sales. 

As a result of these meetings the work of the after- 
noon, given entirely to booking demonstrations and sell- 
ing, is entered upon with a fresh start. In other words, 
the men are brought to a high state of enthusiasm 
before they undertake the most strenuous part of their 
work. Slammed doors or refusals do not curb enthusi- 
asm as they might otherwise. 

As is customary the entire territory is divided into 
districts to each of which a crew is assigned under the 
leadership of a supervisor. Six or seven men will or- 
dinarily make up a group. As a rule these men travel 
together and work in a small section of the district at 
one time which facilitates the delivery and pick up of 
demonstrating units and reduces travelling time for 
salesmen. The supervisor has direct control over the 
activities of his men, assists in closing sales and is the 


judge when sales efforts are being expended with little 
hope of reward. 


Professional Salesmen Not 


Employed 


What type of men make up the Poole Maytag sales 
organization? Professional salesmen are not employed. 
The practice is to employ plasterers, carpenters and other 
artisans who are the brothers, literally, of those who are 
the most probable washing machine buyers. These men 
can talks their prospects’ language, know from experience 
the meaning of wash day drudgery and wash boards. 
Naturally, there is a huge turnover of men as all who 
fall in this category have not the ability to sell. But dis- 
counting that however, over half of the organization has 
been on the rolls for over a year and a goodly portion for 
a still greater time. 

No time is used by the Poole organization in selling 
apartment house dwellings. The market is purely con- 
fined in their opinion to the private home where the 
family washing is regularly done. Nor is an attempt 
made to sell those employing household help. The sales 
appeal made by this organization is directed to those who 
personally know what wash day means. With changes 
in the economic status of many, an opportunity has been 
presented to cultivate a class that a few years ago would 
not have considered doing their own washing. At the 
present time the use of a washing machine has pointed 
out to this group the possibility of acquiring those things 
which it might otherwise be necessary for them to get 
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along without.‘ This organization believes that any article 
sold today must be prepared to win the argument that 
money can be saved through its use.: 


The Poole Platform 


Reduced to words, the sales platform of the Poole 
Maytag Company and St. Louis dealer organizations, 
contains these statements. What it has done as a sales 
organization has been obtained by applying all of them: 


First. Have a product whose quality is believed 
in by the sales force and which can be conclusively 
demonstrated. 


Second. An intimate knowledge of the market—an 
understanding of the class which will prove the most 
likely washing machine prospects. 


Third. Concentration of sales efforts on but one 
article. There are enough washer prospects to fully 
engage salesmen’s time. 


Fourth. Demonstrate what the machine can do in 
the home and not incur obligation. 


Fifth. Never permit an individual making up the 
sales organization to forget that he is a definite part of 
the company. Misdirected efforts are eliminated by 
close supervision by key men. 


Sixth. A continued but varied program of pre- 
miums for salesmen who demonstrate exceptional 
ability. 


Seventh. A knowledge that depression or no de- 
pression a product can be sold if it has merit and the 
salesman appreciates that his job does not begin until 
the prospect says “No.” | 


With many companies sitting back and believing that 
the only machine that has a sales chance today is one 
that can meet price competition, the record of this com- 
pany may seem an exception. However, it is particularly 
interesting when other facts are considered. For ex- 
ample, the cheapest Maytag retails for more than twice 
as much as the majority of lower priced units now flood- 
ing the market. Poole Maytag believes, and its sales 
force does also, that a machine to do satisfactory work 
over a period of years and be worthwhile to retail can- 
not be sold at the low prices. To be sure the price hurdle 
is there, it always comes up. It cannot be ignored. 
But salesmen are coached to eliminate discussion of it 
until the demonstration is made and they have proved 
their product’s superiority. 


Sell the Product— 
Not the Price 


They have a product and not a price to sell. 

The price bogey, with which anyone selling at the 
present time is acquainted, is distilled off salesmen minds 
regularly through the medium of the daily meetings. 

After all there is no magic wand which, when waved, 
will create sales. The only formula for success in any 
undertaking is hard work and this is the underlying 
reason for Poole Maytags record. An early recognition 
and understanding of this truth coupled with knowledge 
gained from experience of how to sell made it possible 
for the results mentioned to be achieved. 
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A BLIND MAN 
MAKES THEM SEE 


HEN even a blind man can 

operate an electric ironer there 
is no excuse left to man or woman for 
not buying one on the fear that it is 
complicated. But more than that, when 
a blind man can operate an ironer what 
a story that makes for the salesmen to 
carry with them from door to door! 

A blind man, then, placed the L. H. 
Bennett Co., San Francisco General 
Electric distributors, at the head of the 
list for the entire country in the sale 
of flat plate ironers. If it were not for 
the fact that Reginald D. White, a blind 
world war veteran of Stockton, Calif., 
has an all electric home, and operates 
all of the appliances himself, and wanted 
to add an ironer to his menage, Leroy 
Bennett might have lost one of his 
biggest sales opportunities. But when 
he heard that Mr. White operated his 
flat plate ironer himself, deftly, he 
immediately engaged him to give win- 
dow demonstrations in each of the com- 
pany’s branch stores in San Francisco, 
Oakland and Stockton. 

With Mr. White goes his “seeing 
eye” dog, Wickee, himself a marvel of 
“canine intelligence, and hence no little 
crowd attractor. Wickee understands 
from 850 to 1,000 words, and upon re- 
quest from his master can guide Mr. 
White to 30 types of business establish- 
ments, no matter in what city. These 
range from bootblack stands to theaters 
or groceries. The dog understands num- 
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troners 











It took a blind man to 
show San Franciscan 
housewives how easy it 
is. to operate an ironer. 


tributor in the country. Mr. Bennett is 
arranging for his dealers throughout 
Northern California to engage this blind 
demonstrator. 


ELECTRICITY REACHES 
THE KITCHEN SINK 
The Dishwasher Interests California 
Builders 
ARDBOILED builders, accustomed 
to buying the equipment for the 
numerous homes which they build on 
price, worked on for years as a prospect 
for the electric dishwasher but never 
sold before, Myer Brothers, speculative 
builders of San Francisco, Calif., capitu- 
lated to a new selling idea. When 
Lloyd E. Kinkaid, northern California 
distributor for the Walker Dishwasher 
presented Myer Brothers the full General 
Electric kitchen idea, these builders saw 
in it a competitive feature which they 
could use to attract to their homes more 














A typical crowd watching 


bers up to ten and helps in the window 
demonstrations by bringing his master 
articles upon direction. As they go up 
the street to the store for demonstra- 
tion, with the dog watching the traffic 
and signals for his master, they naturally 
draw a following crowd to the demon- 
stration window. 

But the best result of any, according 
to Mr. Bennett, is the effect Mr. White 
has had upon his sales force. Sales 
meetings with Mr. White were held in 
each of the offices, and his skilful opera- 
tion of the ironer completely convinced 
the most skeptical salesmen that the day 
of the ironer was here. Since then the 
sales have been the highest of any dis- 


the “blind” demonstration. 


of the fewer buyers of homes in these 
times. 

Thus was built the first General Elec- 
tric kitchen on the Pacific Coast, at 
Miraloma Park tract, San Francisco, 
and at the suggestion of Mr. Kinkaid, 
it was named “The Edison Home.” 

This electric kitchen idea provided 
the builders with a new talking point, 
but incidentally it inaugurated a new 
fashion in home building, even as the 
first panchromatic bathroom set a 
style in plumbing. Rival builders have 
come to see this new home with its 
attractive electric kitchen. The corner- 
stone of kitchen consciousness has been 
laid. 
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What is the ITHACA PLAN? 


Salesmen’s Compensation 1s Basis 
for New Utility-Dealer Coopera- 
tive Set-up in New York State 


ACED, like many another public 

utility, with the problem of increas- 
ing domestic load; faced, too, with the 
existeace of growing agitation on the 
part of independent electrical outlets 
who questioned their right to be in the 
merchandising business, the New York 
State Electric & Gas Corp. at Ithaca 
decided to look into: 

1. Its market. 

2. Its potentialities for developing the 
market. 

3. Its status and relation with the in- 
dependent dealers in their communities. 

To power company men their findings 
were illuminating. Up to national aver- 
age was their saturation; active were 
dealers on non-load building items such 
as washers, cleaners, heating appliances. 
As far as their relations with the rest 
_of the trade were concerned, they found 
that the backward type of dealer was 
inclined to be critical of their merchan- 
dising methods and that there was a 
lack of co-ordination among the various 
branches of the industry. 

The plan they formulated and adoptea 
to meet this situation and correct the 
evil present together with its sound 
results in load building, industry friend- 
ship and actual sales, has attracted wide 
attention in the electrical industry. In 
written form, the conclusions and the 
setting forth of the plan won the James 
E. Davidson prize paper, and was 
printed in full in the N.E.L.A. bulletin 
for October. 

Designed to eliminate competition be- 
tween dealer organizations and the elec- 
tric company, to provide advertising and 
sales promotion help to all interested 
electrical outlets, to stimulate the sale 
of load building items and to broaden 
the entire market for electrical appli- 
ances, the Ithaca plan of co-operative 
merchandising embraced the following 
fundamental points. 

First, all salesmen of the merchandis- 
ing department of the utility are com- 
pensated on a basis of the load built by 
all outlets in the industry, instead, as 
previously, upon the sales of the utility 
alone. The plan, in other words, pro- 
vides for the payment to the super- 
visors of the various territories compris- 
ing the Ithaca district, of a straight 
salary of $75 per month, plus a load 
building bonus on appliances sold and 
installed by both utility and dealers 
which is determined in the following 
way: one cent per kilowatt hour esti- 
mated yearly use per appliances for the 
first 1,000 kilowatt hours annually ; one- 
half cent per kilowatt hour for the ex- 
cess over 1,000 kilowatt hours yearly 
use per appliance. 
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Worked out this means that the sale 
on the water heater will yield a super- 
visor a bonus of $25, a range a bonus 
of $13, refrigerator $6, and ironer $3, 
and a pump $3. Much the same ar- 
rangement has been made with the com- 
mercial refrigeration salesman who, 
while concentrating on a single item, is 
paid a straight salary of $75 per month, 
plus a load building bonus based on jobs 
sold by both his company and the dealers 
in the district. 

The foregoing, broadly, is the basis of 
the Ithaca plan of merchandising appli- 
ances. It automatically eliminates com- 
petition between the dealer and the util- 
ity as such. It recognizes the fact that 
intelligent load building efforts cannot 
be predicated on the sales ability of any 
one type of outlet. It recognizes that 
the utility’s prime function is that of 
adding kilowatt hours to its lines, and 
more important, it recognizes that 
whereas the dealer’s entire living is tied 
up in the merchandising profits derived 
from the sale of appliances, that the 
elimination of a competitive situation 
and the substitution of a policy designed 
to strengthen his efforts can only result 
in increased business for all parties 
concerned. 

Sweeping in its treatment of all prob- 
lems coincident with relation of dealer 
and utility, the plan provides the follow- 
ing points: 


Advertising 


The dealer always knows what the 
utility is doing. News bulletins with 
proof of advertising to be run by the 
utility are issued monthly to all dealers, 
jobbers, manufacturers. “See Your 
Local Dealer” is featured in all copy. 
Ads do not call attention to types, trade 
names or prices, but promote the dealer 
market. 


Installation 


All installation of appliances is as- 
signed to contractors and dealers with- 
out discrimination, providing of course 
that the particular contractor or dealer 
has sufficient facilities for rendering 
prompt and efficient work at reasonable 
prices. 


Financing 
To avoid “paternal” co-operation the 
utility avoids directly discounting dealer 


paper. It assists dealers, however, in 
making the services of reputable finance 


corporations available. Finance charges 
run from five per cent for three months 
paper to 15 per cent for 24 months 
paper. 

Trade-Ins 


The utility discontinued trade-in al- 
lowances on all appliances branding it 
as “unsound business.” 


Prices 


_ The utility carries high quality mer- 
chandise and maintains in all cases list 
prices. 
Wiring 

The utility has no electricians. Regu- 
lar contractor-dealers are employed to 
make necessary electrical connections 
for ranges, water heaters and refrigera- 
tors, etc. Requests from customers for 


jobbing work are referred to local con- 
tractors. 


Small Appliances. 


Table appliances, as with washing 
machines, vacuum cleaners, etc., are dis- 
played in the company showroom but no 
selling effort is placed upon them. 
Terms are cash for all appliartces sell- 
ing for less than $10, thus eliminating 
the utility from competition with dealers 
who are placing special effort on these 
items. 


Range Installations 


The price for range installation was 
set at $50 for water heaters at $20, 
which are adhered to by both utility 
and contractor dealers. Dealers were 
urged to sell ranges, other load building 
appliances on a basis of installed price. 

In addition to all these points out- 
lined above, the utility company extends 
to the dealers the use of its home service 
department. They are free to call upon 
it any time to assist in the sale or 
demonstration of load building appli- 
ances. The utility conducts a special 
display service which is at the service 
of the dealers, and extends to dealers the 
invitation to display their appliances in 
the utility company’s showroom. Deal- 
ers are further urged to stimulate ac- 
ceptance for load building appliances by 
contributing to an advertising fund inas- 
much, the company says, as dealers do 
not compensate utility supervisors for 
their efforts in helping build dealer 
sales, dealers should deduct five per cent 
from the selling price of appliances and 
put this into a fund for the advertising. 
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BUFFALO SHOW 


N CONJUNCTION with the Better 
Homes and Buildings Exposition, 
Buffalo recently put on its Annual 
Radio Refrigeration Show, attracted 
some 75,000 people to the exhibition. 
Much of the success in drawing such a 
large crowd to an electrical show is 
due to the fact that notices were drawn 
up by the Electrical League of the 
Niagara Frontier under the manager- 
ship of Samuel Vineberg, and dis- 
tributed through the Buffalo General 
Electric Company to 140,000 of their 
customers. Out of the show and the 
part played in it by the radio distrib- 
utors who contributed generously to the 
publicity, grew a suggestion that radio 
men be invited to form a radio dis- 
tributors’ division of the Buffalo League 
similar to the refrigerator distributors’ 
section. Mr. G. J. Reichert, of the 
Buffalo-General Electric Company, in- 
vited the radio dealers, after the show, 
to use a section of the downtown show- 
room of the Buffalo General Electric 
Company’s building to display their 
radio sets during the Christmas season. 


MILWAUKEE 
TIES UP FOOD 
WITH COOKERY SHOW 


S THE FIRST major demonstration 

activity in electric cooking follow- 
ing the inauguration of a local Electric 
Cookery Council, the Electrical League 
of Milwaukee sponsored an Electric 
Cooking Institute in connection with 
the Milwaukee Retail Grocers Associa- 
tion at the Milwaukee Auditorium, Oct. 
17-22. Approximately 100 food product 
exhibitors displayed their products in 
the main arena of the auditorium which 
formed the central attraction of the 























AT BUFFALO 
140,000 were invited; 75,000 came 


show. Electric cooking demonstrations 
and lectures were conducted and an ap- 
pliance exhibit including a display of 
ranges, refrigerators, and food mixers. 
From the standpoint of the electrical 
interests involved, it proved an excellent 
means of associating in the minds of the 
people the idea of new foods and new 
methods of cooking—with electricity. 
Electric cooking completely dominated 
the Show and gained considerable mo- 
mentum through this activity. 

The attendance at the Show was 
58,000. 6,100 attended the cooking 
demonstrations and it was estimated that 
approximately 25,000 visited the exhibit 
of electric kitchen equipment. 

Exhibitors included: Frigidaire, 
Norge, Kelvinator, Majestic, General 
Electric, Mayflower, Gibson, and West- 
inghouse refrigerators; Monarch, L&H, 
Standard, G.E.-Hotpoint and Westing- 
house ranges; and Sunbeam and Hamil- 
ton Beach food mixers. 





AT SPOKANE 
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In the Northwest they believe in air-conditioning 


A HOME-SPUN SHOW 
FOR SAN FRANCISCO 


LECTRICAL shows conceived in 
the advertising department of a 
newspaper office are fine stuff for the 
newspaper ; and sometimes for the elec- 
trical industry, if the newspaper plays 
the game squarely. Some ambitious 
special edition managers, however, 
turned loose upon an electrical show 
idea, create a situation in which the 
newspaper loses its good name, the ex- 
hibitors their shirts, and everybody 
their tempers and peace of mind. 
Experience with several such abortive 
expositions, and then the contrast of two 
electrical shows put on by the electrical 
people themselves, with the assistance 
and cooperation of the newspapers, led 
the Pacific Gas and Electric Co. to re- 
solve upon a triple-barrelled affair for 
the three days, Dec. 13, 14, and 15. 
The civic auditorium in San Francisco 
is to be the scene of a 100 per cent, 
dyed-in-the-wool, home appliance expo- 
sition, gas and electric, that will be like 
none of its predecessors. 


SPOKANE, TOO 


IL burners, air conditioners, insulat- 

ing materials manufacturers and 
distributors joined together in Spokane’s 
first air conditioning show, recently, 
under the leadership of H. C. Bender, 
air conditioning engineer, The Wash- 
ington Water Power Co. First of its 
kind, indeed on the Pacific Coast, the 
show was a decided success, exhibitors 
saying that they had closed enough busi- 
ness as a result of it more than to pay 
for the exhibit, wanting it extended an- 
other two weeks. 
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figures of the month 








NINE MONTHS’ 
REFRIGERATOR SALES 


ONFLICTING figures on the sales 

of household electric refrigerators 
for the first nine months of the year 
1932 have been released by two refrig- 
_ eration statistical authorities. Manager 
George Brown of the Electric Refriger- 
ation Bureau, affiliated with the National 
Electric Light Association and the Na- 
tional Electrical Manufacturers’ Associ- 
ation, has taken N.E.M.A. refrigerator 
sales figures, representing the output of 
the manufacturers who belong to this as- 
sociation, has estimated sales of refrig- 
erator producers who don’t belong to 
N.E.M.A. and concludes that during the 
first three quarters of 1932 total house- 
hold electric refrigerator sales amounted 
to 678,340 units, which is 78% of the 
Refrigeration Bureau’s sales quota for 
the first nine months of the year. On 
the other hand, Publisher Frank M. 
Cockrell of “Electric Refrigeration 
News” estimates that 750,000 household 
electric refrigerators were sold in the 
first nine months of this year. Briefly, 
Publisher Cockrell reasons as _ fol- 
lows: the older established refrigerator 
magnates who belong to N.E.M.A. 
underestimate the sales of their newer, 
non-N.E.M.A. competitors. Publisher 
Cockrell’s sales questionnaires to these 
newer manufacturers have brought re- 
turns which, when checked and taken 
with the proverbial grains of salt, indi- 
cate that the independent refrigerator 
factories accounted for 20% of total 
sales or 100,000 units, leaving 600,000 
refrigerators as the sales of the eleven 
N.E.M.A. manufacturers. 

Irrespective of which figure is closer 
to actual sales of refrigerators for the 
first three quarters of this year, all au- 
thorities agree that there is little or no 
hope of the household electric refrig- 
erator industry surpassing in 1932 its 
banner year of 1931 when some 965,000 
machines were sold to the public. If 
refrigerator sales for the last quarter of 
this year progress at the same rate as 
in the first three quarters, the year will 
end with sales of 780,000 units, accord- 
ing to Electric Refrigeration Bureau 
arithmetic. The same rate of sales for 
the last quarter will bring total 1932 
sales of refrigerators up to about 850,000 
machines, according to Publisher Cock- 
rell’s estimates. ‘Even if the industry 
succeeds in selling only this many ma- 


chines,” points out Mr. Cockrell, “it will: 


be a remarkable demonstration of sell- 
ing effort and consumer acceptance dur- 
ing this third year of the w.k. depres- 
sion.” Electrical Merchandising agrees 
with Publisher Cockrell, believing that 
the refrigeration industry has hung up 
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enviable records because of spendid in- 
dustry organization and co-operation of 
the most practical kind, with the setting 
of fighting, stimulating quotas. 


MONTHLY SALES OF ELECTRICAL ENERGY 
TO WIRED HOMES 
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Despite “doubling-up” and electric 

service disconnections, wired homes 

this year use more juice than last 
year. 


DOMESTIC 
ELECTRICITY 
CONSUMPTION UP 


ie sehen but nevertheless grati- 
fying, was the increased consump- 
tion of electrical energy by American 
homes during September, reported by 
the National Electric Light Association. 
In that month 910,841,000 kilowatt- 
hours of electricity were sold by power 
companies to domestic service consumers 
or wired homes, an amount greatly in 
excess of the 838,463,000 kw.-hr. sold 
in August of this year and a 3.6 per 
cent increase over September, 1931. 
domestic energy sales. As will be noted 
from the accompanying chart, sales of 
electricity to American wired homes 
this year have been consistently greater 
each month than sales in the correspond- 
ing periods in 1931. This is particularly 
commendable . since there have been 
many service disconnections in wired 
homes, due to unemployment and the 
“doubling-up” process in families. Also 
the increase in newly-wired homes this 
year has not been great. 

Upward continues the annual con- 
sumption of the average domestic cus- 
tomer and downwar | continues the cost 
of electrical energy to the domestic elec- 
tricity consumer, the average price for 
a kw.-hr. being 5.60 cents in the year 
ending September 30, 1932, against 5.85 
cents for the previous 12 months. 


WASHER SALES 
INCREASE 


ISING for three months have been 

electric clothes washing machine 
sales, jubilantly points out Secretary 
J. R. Bohnen of the American Washing 
Machine Manufacturers’ Association. 
July, 1932, shipments of the twenty- 
nine manufacturers reporting to the 
Association totaled 24,949 machines. 
August sales reached 48,961 washers, a 
63 per cent increase over July. Then 
along came September with sales of 
54,763 units, a new high for the year 
1932 and an increase of 11 per cent over 
August sales. October shipments, for 
which figures have not yet been tabu- 
lated, are expected to show a continu- 
ance of this sales improvement. 


DELINQUENTS 
DECLINE 


NOTHER month, October, continues 

the drop in delinquent electrical ac- 
counts reported to the various divisions 
of the National Electrical Credit Asso- 
ciation. In the United States as a 
whole, there was a decrease of 31.1 per 
cent in number of past-due accounts and 
a decrease of 49.6 per cent in money 
involved, during October, 1932, as con- 
trasted with October, 1931. Comparing 
the first ten months of this year with 
the corresponding period of 1931, there 
was a 12.1 per cent decline in number 
of reported delinquent accounts and a 
33.6 per cent decrease in total amounts 
reported. 


OIL BURNERS UP 


| gee by month, ever since 
February, sales or shipments oi 
household electric oil burners have in- 
creased, according to the 103 manu- 
facturers who make reports to the U. S. 
Bureau of the Census. August ship- 
ments amounted to 5,748 burners, while 
September shipments reached still an- 
other high for this year with 8,731 ma- 
chines. Despite this satisfactory prog- 
ress, 1932 electric oil burner sales are 
still below those of last year, 34,971 
units having been shipped in the first 
nine months of this year, compared 
with 42,438 burners in the correspond- 
ing period of 1931. 

Some manufacturers, of course, are 
finding oil burner business better this 
year than last. With pardonable pride 
President C. U. Williams of William- 
Oil-O-Matic fame reports that in Sep- 
tember, 1932, his organization sol‘ 
35.3% more burners than in Septem 
ber of last year. 
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HE sickle-shaped group of buildings 
that will house the electrical and radio 
sciences at Chicago’s “Century of Prog- 


ress’ World’s Fair to be opened in 1933 


LECTRICITY’S wizardry will be unfolded 

in this group of buildings at A Century of 
Progress—Chicago’s international exposition—in 
1933. Embellished with hanging gardens, steel 
cypress trees, electric cascades and fountains, 
gilded pylons 100 feet high and paved terraces, 
this structure—1,200 feet long by 300 feet wide 
—presents the last word in modern architectural 
phantasy. A semi-circular unit, shown on the 
right, will house exhibits portraying the genera- 
tion, distribution and utilization of electricity. In 
the center will be shown exhibits of telephone 
and telegraph communication. On the extreme 
left is the unit devoted to the wonders of 
radio and television. The Electrical Group 
was designed by Raymond Hood. 











IV. O. Batchelder, president, Electric Association of 
Chicago, (right) by passing his hand over a grid- 
glow tube caused the lights of the Electrical Group 
of Chicago’s 1933 World's Fair—A Century of Prog- 
ress Exposition—to burst forth in brilliant radiance— 
one of the features of the official dedication of this 
group on October 12. Left to right: Dr. Louis L. 
Mann, who gave the invocation, President Rufus C. 
Dawes of A Century of Progress Exposition, B. E. 
Sunny, Exposition trustee and former chairman of the 
board, Illinois Bell Telephone Company who delivered 
the address of dedication, and Mr. Batchelder. 
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HE complete General Electric Kitchen has been 

proved to be a tremendous sales force for G-E 
Refrigerators. It has now been placed on wheels, and 
its powerful sales support made available to G-E 
retailers. The G-E Kitchen Coach not only locates 
and closes prospects for G-E Refrigerators but also 
opens new avenues of profit for the G-E retailer. 


Here is just another evidence of the extra values in 
the General Electric franchise. G-E retailers are 
given more than a good product and a liberal 
schedule of discounts. They have definite, con- 
structive support in building a permanently 
profitable business for themselves. 


The G-E retailer has a complete line of refrigerators 
to offer, including both the sealed-in-steel Monitor 
Top and the low-priced G-E Junior. 
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For those prospective purchasers to whom original 
low price is most important, the G-E Junior is 
today’s outstanding value. 


With those to whom quality exerts the stronger 
appeal, the famously dependable Monitor Top 
Refrigerator is recognized as the standard of 
refrigeration excellence. Today, one out of three 
electric refrigerators in use is a General Electric 
Monitor Top. Its five-year performance record is 
unparalleled, and General Electric guarantees its 
mechanism with a 4-Year Service Plan—three 
years beyond the standard one-year warranty. 


~ ~*~ 7 


General Electric Company, Electric Refrigeration 
Department, Section DE12, Hanna Building, 1400 
Euclid Avenue, Cleveland, Ohio. 
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GENERAL ELECTRIC 
(ite EN on Wheels. 
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... and these electrical 
men had reason to 
congratulate themselves 
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| SHAKE! 


N. H. Boynton, (left) and E. i. Potter, general sales 
managers, respectively, of the Western and Eastern 
sales groups of the Incandescent Lamp Department of 
General Electric Company, congratulate each other on 
the recently completed “Dig In” campaign, a new 
business activity, which produced $1,721,800 in new 
business during the four-month period extending from 
June 1 to September 30. 





‘A splendid passenger and not seasick a mo- 
ment,” Captain Henry Nelson, left, veteran Dol- 
lar Line skipper, tells C. M. Eakin, New York 
general manager for Frigidaire Corporation, as 
he surrenders the 2,250,000th Frigidaire which 
accompanied him around the world. 


A. M. Taylor (right), merchandising director 
of the Leonard Refrigerator Company and R. I. 
Petrie, general sales manager, find cause for 
congratulation in the fact that sales of the com- 
pany during the last year established new 
records. 








Time for Winter Sunshine (Cont. from page 29) 


(except at close range) without tanning. A third type, 
the G-1, glowed, but did not provide useful light and 
was not pushed for home use. At the same time there 
was offered the CX type of lamp, which was simply a 
plain Mazda made with corex glass through which what 
ultra violet that was present could pass. 

While the CX lamps could be used in ordinary light 
sockets, the S-1 and S-2 lamps could not. This at first 
caused some confusion with the public. 

However, the great superiority of the Sunlight lamps 
over the CX type as a source of ultra violet, did not 
place them in close competition. The S-1 and S-2 lamps 
required transformers, worked at greater heat, and with 
the aid of mercury in the globe, obtained high effective- 
ness. 

Quickly it was seen that with the different sockets, 
and the need for transformers, the Sunlamp was best 
sold as a complete unit. Accordingly, the General Electric 
Company, makers of the lamp itself, co-operated with 
the Benjamin Electric Co.; Edwin F. Guth Company; 
Luminator, Inc.; The Miller Co.; Robert Schwartz Divi- 
sion of Faries Manufacturing. Co.; F. W. Wakefield 
Brass Co.; and Curtis Lighting, Inc., to market the new 
product. 


To the Doctors For a “Low Down’ 


In launching so ambitious a plan, the General Electric 
Company desired to have established, once and for all, 
the exact health value of Sunlight Lamps, S-1 and S-2. 
On July 2, 1932, in the Journal of the American Medical 


Association, the council on physical therapy stated its 
findings : | # 


“Based on the evidence that the radiations from the 
Mazda Sunlight lamps at the prescribed distances 
may prevent rickets and promote the development of 
sound bones and teeth, the Council of Physical 
Therapy declares the G. E. Mazda Sunlight Lamps, 
Types S-1 and S-2 acceptable for inclusion in its 
list of accepted devices for one year. 


“, .. It is understood that at a distance of 30 
inches directly below the bulb (Type S-1) or two 
feet (Type S-2) the ultra-violet effectiveness is 
about equal to the midday summer, midlatitude, 
sea level, natural sunlight. Increasing this dis- 
tance decreases the effect quite rapidly.” 


Homes with growing children, then, with their tend- 
ency to rickets, formed the primary market for the 
sunlamp. Next its ability to build up resistance to 
disease made it valuable to adults. 

The value of the “medicine” had at last been definitely 
established by authority, and the “pill” was now sugar- 
coated so as to win acceptance everywhere. It was styled 
in a fashion that equaled commonly used fixtures. 
People bought the lamp for its light and beauty as much 
as for its health giving qualities. 


No More Mysteries in Selling 


With the change in the product came a change in 


* the merchandising plan. Central station employees who 


thought nothing of selling a table lamp, had been in the 
habit of calling in the firm specialist when a health lamp 
was required. At once the new S-2 unit was placed on 
the floor with the other floor lamps, and everybody given 
a chance to sell it. 
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In the Kansas City Power & Light Company, for 
instance, where one man had been doing the selling, 30 
employees were now in a position to handle orders. In 
St. Louis, the roster of salesmen with the Union Electric 
Light & Power Company increased from 1 to 50. The 
same thing happened with the Detroit Edison Company, 
the Wisconsin Power & Light Company, the J. L. 
Hudson Co., Detroit, the J. F. Hartz Co., Cleveland, the 
Wisconsin Valley Electric Co., Wausau, and others. In 
every case the “mystery man” who understood health 
lamps was replaced with the entire group of employees 
who were educated by lectures as to how simple the 
thing really was. 

“We found an easy way to bridge our sales talk 
within terms of the understanding of the average man,” 
W. E. Trittipo of the Miller Company declared. “No 
one will say that sunshine isn’t good for him. It’s a 
universally accepted belief. ‘Sunshine,’ the clerk can 
add, ‘is what enables the body to build ‘up resistance 
to disease. It is what makes us feel so well in the 
summer. The Sunlamp makes this possible in the win- 
ter when we are indoors so much.’ Thus all talk about 
curing specific diseases is avoided. Salespeople can 
frankly tell customers who want to know about such 
things to go to a doctor. 

The store gets a profit on a higher unit of sale. The 
S-2 lamp sells for from $29 up. The S-1, which is 
really intended for physicians, brings $59 up. The 
popular model mercury vapor arc lamps burn 400 hours, 
and retail at $3.75. 


Work With Physicians 


From the start, co-operation with physicians has been 
urged by manufacturers. When the Wisconsin Valley 
Electric Company stocked sunlamps, the first thing Earl 
Brain did was to announce their arrival to Wausau 
doctors, and point out the recommendation that the 
American Medical Association had given the product. 
Families with children who needed the light, and others 
with adults who might be benefited were sent directly 
to the central station to make purchases. Pseudo med- 
ical sales talk was sidestepped, and treatments that meet 
the approval of authorities obtained. In some cases a 
commission is paid to physicians who send in the 
customers. 

The same experience has been had by the Public 
Service Company of Northern Illinois. At one north 
shore branch the store supervisor spoke of sales 
“tumbling in out of the skies,’ patients sent by 
physicians. It was not possible to canvass the public 
as with an item of more general use, he said, and 
creation of this business had been through letters to 
doctors and advertising. 

The West Penn Power Company, Pittsburgh, has been 
one of the pioneers in adopting sunlamps. A special 
manual has been gotten up to help salesmen. This fall, 
their quota was set at 240 units. Up to November 8, 
they had sold 344 of the S-2 type lamps. 

Of course the whole movement is just beginning. The 
opening wedge for sunlamps has been driven, and in 
its maintained profit, retailers see stabilized sales. The 
prophets of the business are marching ahead, pointing to 
a vision of ultra violet light used universally in home 
and office. This is how matters check as 1932 comes 
to a close. 
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Eltime Clocks 


The Electric Auto-Lite VUo., 
Toledo, Ohio 


Models: 3 kitchen; 2 clock-lamp; 2 tam- 


bour; 6 table or desk; 1 commercial. 
Description: 50 or 60 cycle, 80-135 
volts. Kitchen models: 4009 and 4013, 
green and ivory enameled metal case, 
4004, blue, green, ivory, enameled 
metal case. Clock-lamp models: an- 
tiqued bronze base with clock inset, 
No. 100, single socket, No. 200 double 
socket lamps. Tambour models: 
wooden cases, walnut finish. Table 
or desk models: 4037, 4012, walnut 
molded Durez cases; 4003—A walnut 
bakelite, Gothic; 4024, green, gold or 
beige engraved metal case; 4001-C 
brown metal, alarm clock style; 4038, 
blue, green or pink novelty type case; 
Commercial Model 4071, mahogany 
finished wooden case. 


Prices: 4009, $2.50; 4004, $2.00; 4013, 


$3.00; 100, $4.50; 200, $5.50; 4039 
$2.00; 4040, $3.00; 4037, $1.60; with 
bell alarm, $2.00; 4012, $1.45, with 
buzzer alarm, $1.55; 4003-A, $2.00, 
with buzzer alarm, $2.25; 4024, $1.75, 
with bell alarm, $2.00; 4001-C, $1.40, 
with buzzer alarm, $1.55; 4038, $2.00; 
4071, $6.50.—Electrical Merchandising, 
December, 1932. 
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W estinghouse Troners 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 
Models: 1 portable and 1 floor, roll 
type ironer. 
Special Features: Foot and finger tip 
control; under-roll front feed; Ad- 
justomatic heat control from 330 to 
550 degrees; removable feed board 
permits free use of sleeve-board ; 
sleeve-board and roll open at both 
ends.—Electrical Merchandising, De- 
cember, 1932. 
vV 


Walser Midget Timer 


Walser Automatic Timer Co., 
Chrysler Bldg., New York City 
Device: No. 42 Midget Timer. 

Use: Where space is limited and a tim- 
ing range on appliances from 1 to 45 
min. is desired. 
Description: One operation of pointer 
sets time, closes 6 ampere 110 volt 
switch circuit; 1% in. wide, 24 in. 
high, 14 in. deep with pointer for 
13 in. dial scale calibration.—Elec- 
trical Merchandising, December, 1932. 
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GE Hotpoint Hotplates 


Edison General Electric 
Appliance Co., Inc., 
5600 Taylor Ave., Chicago, Ill. 


Devices: 5 new hotplates. 
Description: Model D-57, single hot- 


plate, Hi-Speed Calrod unit; 64 in., 
1200 watts or 8% in. 2100 watts. 
Model D-47, twin hotplate, 2 Hi-Speed 
Calrod units; choice of 64 in. 1200 
watts or 83 in. 2100 watts; open coil 
or Cast-in-Calrod on special order. 
Model D-31 single unit, in three types 
—Hi-Speed Calrod, Cast-in-Calrod or 
open coil; White enamel steel top, em- 
bossed panel, rounded corners. Models 
D-57 and D-31 so constructed that 2 
or more hotplates can be placed to- 
gether forming continuous cooking 
surface. — Electrical Merchandising, 
December, 1932. 





Range Heating Unit 


Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio 


Device: Corox Quick Cook unit, built of 


stainless sheet steel parts; heats 
faster than any previous unit, the 
manufacturers claim; light weight; 
pan, heater support and_ terminal 
straps are made of cold rolled steel, 
nickel plated; heat unit supported in 
pan by 4 “V” shaped supports held 
rigid by center stud and 4 terminal 
posts; standard porcelain terminal 
block is mounted underneath pan; all 
terminal connections made on under 
side; heating coil is wrapped with 
magnesium ribbon and clamped be- 
tween 2 stainless steel plates formed 
to accept insulated coil—EHlectrical 
Merchandising, December, 1932. 
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Little W onder Whisk- 
Brush Vac 


American Plush & Velvet Pressboard Co., 
89 


W. 39th St., New York City 


Device: Hand type, motor driven, rotary 


“fin-brush” cleaner. 


Description: Weighs 3 lbs.; air-cooled 


Westinghouse motor; rounded _ suc- 
n end. 


ice: $19.75.—EHlectrical Merchandis- 


ing, December, 1932. 





New Magic Maid 
Attachments 


The Fitzgerald Mfg. Co., 
Torrington, Corn. 


Device: In addition to mixer, beater, 


juice extractor, “Magic Maid” now 
provides: coffee roaster, coffee grinder, 
vegetable slicer, vegetable shredder, 
silver polisher, knife sharpener, meat 
grinder. 


Price: Mixer-beater-Juice Extractor 


$19.50; coffee roaster, $4.95, coffee 
grinder, $1.95, silver polisher, 50c., 
knife sharpener, 50c., vegetable slicer 
and shredder, $1.50, meat grinder, 
$1.95, power unit for attaching slicer 
and shredder and meat grinder, $1.95 
additional.—Electrical Merchandising. 
December, 1932. 





A pex Troner 


The Apex Rotarex Corp., Cleveland, O. 
Device: Model LL3, ‘portable, stand 


type, rotary ironer. 


Special Features: Hand and knee dual 


control; chrome plated steel shoe, 
emergency release; full open end; 
springs and equalizing bar enclosed in 
roll; lever to convert roll to station- 
ary pressing position; pilot light; 
1300 watt heating element; mounted 
on steel frame and legs. 


Price: $69.50.—Electrical Merchandis- 


ing, December, 1932. 
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Glo-O-Sun Health 
Lamp 


Wabash Appliance Corp., 
474 Johnson Ave., Brooklyn, N. Y. 


Device: Portable, ultra violet ray health 


lamp. 


Description: Mercury vapor arc type 


bulb, standard screw base, 100 watts: 
adjustable flexible arm; additional 
opal light bulb supplied; can be used 
as reading lamp or indirect lamp; 
bronze or ivory finish. 


Price: $15.—Electrical Merchandisins. 


December, 1932. 
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New Products 


Lifetime Cordless Iron 


Lifetime Electric Co., 
1740 W. Austin Ave., Chicago, Ill. 


Device: Automatic cordless iron. 

Description: Chromalox element in sole 
of iron proper; contacting device on 
stand makes it possible to draw cur- 
rent only when needed while iron is 
being rested; steel forging sole plate; 
thermostatic control; triple chromium 
plated. 

Price: $6.95.—Electrical Merchandising, 
December, 1932. 





GE Clocks 


The General Electric Co., 
Bridgeport, Con. 

Device: “New Hostess” kitchen model, 
‘Petite’ table model. 

Description: “New Hostess’ green, 
ivory, white, black, blue, orange, yel- 
low case; cream colored, 5-in. dial 
with all colors except white, which 
has a white dial. 73 in. high and 
wide, 24 in. deep. 

“Petite”? black testalite case with 
chrome feet and bezel ring; 4% in. 
high; 3§ in. wide, 2 in. deep. 

Both models equipped with high-speed, 
full synchronous motor operating at 
4600 r.p.m 

Price: “New Hostess” $4.75; “Petite” 
$3.95.—Electrical Merchandising, De- 
cember, 1932 





Universal Mixer 


Landers, Frary & Clark, 
New Britain, Conn. 

Device: Portable mixer. 

Attachments: Juice extractor ; vegetable 
slicer; shredder; beverage mixer ; 
double beaters; 1- ‘at. and 3-qt. bowl. 

Special Features: 3-speed motor; beat- 
ers tilt back from bowl; mixer de- 
tachable for use at stove; revolving 
platform. 

Finish: Jade green and black. 
trical Merchandising, December, 1932 
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Chromalox Immersion 
Heater 


Edwin L. Wiegand Co., 
7500 Thomas Blwd., Pittsburgh, Pa. 

Device: Portable immersion heater for 
farm use. 

Description: Chromalox heating ele- 
ment; 1300 watts; plugs into nearest 
115 volt outlet; hollow section insures 
rapid heating and circulation; heats 
from 1 to 10 gal. 

Price: $12.00.—Electrical Merchandis- 
ing, December, 1932. 

















Borg Time Clock 


The George W. Borg Corp., 
Chicago, Ill. 

Device: Balance wheel type time clock 
for use on coin meters, heat regulat- 
ors, etc. 

Description: Movement fully insulated 
against shock to person regulating 
clock. Non-metallic balance wheel; 
Elinvar hair spring; stainless steel 
parts; 110 volt, d.c.—H#lectrical Mer- 
chandising, December, 1932. 
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Mark-Time Table 
Switches 


M. H. Rhodes, Inc., Hartford, Coun. 

Device: 1 dial, 3 pointer, 3 toggle set- 
ting table switches. 

Description: Dial setting model 2001, 
turns on or off anytime within 15 hrs. ; 
pointer setting models: 1804, 3 min. 
scale; 1814 scale marked in 1-min. 
divisions to 4 hr.; 2801 turns on or 
off anytime within 15 hrs. Toggle 
setting models: 1904 adjustable to 
24 min.; 1911 adjustable in 3 min. 
steps to 30 min.; 1914 a to 
30 min. with safety toggle. 

Prices: 1804, 1814, $4. OB: $301, $5.95; 
1904, 1911, $3. 95°; 1914, $4 4.20-—Elec- 
trical Mer chandising, December, 1932. 


Improved Easy Ironer 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Device: Model 30, stand type, rotary. 

Description: Adjustable knee control 
has been added to other special fea- 
tures, viz.: 26 in. full open roll, full 
floating ironer shoe, 100 lb. pressure 
for fine finish, easy roll stop lever. 

Price: $69.50.—Electrical Merchandis- 
ing, December, 1932. 





Rex Water Heaters 


The Cleveland Heater Co., 

1900 W. 112th St., Cleveland, O. 
Device: Models “BT” “BM” and “BO”. 
Descriptions: Each model available in 
six sizes: 24, 30, 40, 50, 60 and 100 
gals. BT’ equipped with 2 heating 
elements, 2 thermostats; lower ele- 
ment heats from 85 to 95 per cent 
of normal requirements, top element 
furnishes extra 5 to 15 per cent on 
peak-load days. 

“BM” equipped with 2 heating ele- 
ments, one thermostat ; multiple 
rotary switch may be set to use upper 
element only, lower heating element 
only, or both at once. 

“BO” equipped with 1 heating ele- 
ment, 1 thermostat. Elements from 
500 to 3000 watts available; Rock- 
wool insulation; temperature and 
pressure relief valve; Cop-R-Loy steel 
storage tanks. 

‘inish: White with black top and base; 
or aluminum, buff blue or green.— 
Electrical Merchandising, December, 
1932. 
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Superflex Wringer Rolls 


Fretcher’s Inc., 
211 Glasgow Ave., Akron, Ohio 

Description: 21 in. shaft, blank wringer 

rolls with rubber diameters from 1 

in. to 2% in. , 
Prices: From $1.40 per doz. for 19 in. 

diam. to $2.00 for 24 in. diam.—Elec- 

trical Merchandising, December, 1932. 
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Review of NEw Products 


Torrid Sandwich Grille 


The Beardsley € Wolcott Mfg. Co., 
Waterbury, Conn. 


Device: T 6190 grille for toasting sand- 
wiches, grilling steaks, making pan- 
cakes, etc. 

Description: Body and cover fitted with 
removable aluminum grids; expan- 
sion hinges permit cover to open 180 
degrees serving as double hotplate, 
heating element plates cover entire 


dle acts as leg for cover when used 
open; both grids drain into remov- 
able cup; separate tray; 600 watts; 
Toaster 9 in. long, 44 in. high, 53 
in. wide. 

Price:  $9.45.—Electrical Merchandis- 
ing, December, 1932. 





Pelcode Ranges 


Pelcode Electric Corp., 
601 W. 26th Street, New York City 

Models: MR-1, MR-4, MR-7, MR-9. 

No. of Surface Burners: MR-1, 2 open 
units; 6 in. 660 watts, 8 in. 1320 
watts; MR-4, 3-8 in. open units, 1320 
watts each; MR-7, 2 enclosed units, 
5g in., 660 watts, 64 in. 1200 watts; 
MR-9, 3 64 in. enclosed units 1200 
watts each. 

Sizes: Floor space, 20 x 19 in. cooking 
top, 20 x 19, 364 in. from floor. 
Special Features: MR-7, MR-9, auto- 
matic oven control; MR-9, damper. 
Finish: MR-1, MR-4 Porcelain enamel 
door and top; MR-7, MR-9, porcelain 
enamel exterior, enamel oven, broiler. 
Prices: MR-1, $40; MR-4, $57; MR-7, 

95; MR-9, $120. Other models 





available from $40 to $120.—Electri- , 
cal Merchandising, December, 1932. Gilbert Corn Popper 
Vv The A. C. Gilbert Co., 


New Haven, Conn. 


Device: Motor driven corn popper. 

Description: Gilbert motor revolves 
whip arm, preventing burning; 9 in. 
wide 11 in. high; weights 7 lb. 1 oz.; 
nickle. 

Price:  $6.95.—Electrical Merchandis- 
ing, December, 1932. 
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Frostoff Defroster 


Waterbury Clock Co., 
Waterbury, Conn. 


Device: An automatic device for de- 
frosting efeetric refrigerators. 

Description: Self-starting synchronous 
motor operating a switch, interrupts 
flow of current into refrigerator long 
enough to permit defrosting once 
every 24 hrs.; plugs into wall or 
floor socket; encased in  bakelite; 
white enamel finish. 

Price: $7.75.—Electrical Merchandising, 
December, 1932. 





v a 
Crosley Colored V an Camp Cleaner 
Refrigerators Distributed by 


Van Camp Hardware é€ Iron Co., 
Indianapolis, Ind. 


Device: Model 37, revolving, motor 


The Crosley Radio Corp., 
8401 Colerain Ave., Cincinnati, O. 


Description: All Crosley refrigerator driven brush cleaner. 
models are now available finished in Special Features: 14 in. nozzle with fan 
jade green lacquer exterior, green chamber, adjustable for any rug thick- 
porcelain interior at a $2.00 addition ness; tilting device; 3 hp. motor. 
to list price.—Electrical Merchandis- Price: $27.95.—Electrical Merchandis- 
ing, December, 1932. ing, December, 1932. 
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under-surface of grids; pivoted han- 


DEALER HELPS 
Hamilton Beach 


Hamilton Beach Mfg. Co., 
Racine, Wis. 


Description: A set of window display 


cards for the use of dealers, designed 
to sell the idea of the 3,000,000 home 
replacement market for vacuum clean- 
ers that exists today. While having 
special reference to Hamilton Beach 
“Gold Star’? model, listed to sell for 
$39.90 and dealer sales promotional 
matter, it is gotten up to stimulate re- 
placement cleaner business generally. 


—Electrical Merchandising, December, 


Vv 


Hoskins Calculator 
Hoskins Mfg. Co., Detroit, Mich. 


Description: A sliding heating unit cal- 


culator, made of durable cardboard, 
which will enable service men to cal- 
culate quickly the amount and gauge 
of straight wire necessary to make an 
open type range unit.—Electrical Mer- 
chandising, December, 1932. 





Standard Toy Range 


Standard Electric Stove Co., 
1718 N. 12th St., Toledo, O. 


Device: Standard “Junior,” toy range. 
Description: Size 224 x 13 in.; 21 in. 


high; 2 surface burners; 2 oven burn- 
ers; utensil cabinet; buff-ivory por- 
celain with black: trim.—Electrical 
Merchandising, December, 1932. 


Vv 





Hammond Electric 
Bridge Table 


Hammond Clock Co., 
1915 N. Western Ave., 
Chicago, Ill. 


Device: Electric bridge table shuffles 


and deals cards for bridge. 


Description: Cards are placed in drawer, 


mechanism starts automatically deal- 
ing hand into little pockets in front 
of each player when drawer is closed ; 
motor operates 2 arms that pick up 
cards from deck, shuffling them by 
dropping them into various pockets; 
cam adjustment on top designates into 
which pocket next card will be dealt, 
no two deals alike. Inlaid wood, 
Deluxe models have automatic indi- 
cators showing where deal lies and 
are fitted with sockets for bridge 
lamps, percolators, toasters, etc. 


Price: $25.00; Deluxe models, $40.— 


a Merchandising, December, 


v 
A pex Toy Cleaner 


The Apex Rotarex Corp., 
Cleveland, O. 


Device: Toy vacuum cleaner. 
Description: 32 in. high, dull aluminum 


finish; deep blue bag; cleans small 
rugs, upholsteries, draperies; a.c., 4.c. 


Price: $2.99.—Electrical Merchandising, 


December, 1932. 
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FROSTOFEF 


the automatic 


DEFROSTE 


For all makes of Electric Refrigerators 








1 e It plugs into your present wall or floor socket. 
Z. You plug your refrigerator into “FROSTOFF.” 


3. Set the dial. 




















4. . . .. and your defrosting nuisance is forever over! 
Everyone of four million electric refrigera- with dealers and build good commissions for 


tors now in use needs “FROSTOFF”—and the retailer. 

needs it badly. Since “FROSTOFF” pays 

for itself so quickly, it opens up immediately Electric refrigeration is the one industry 
this complete market. So here’s an item going ahead in these times. Here’s an item 
small in price, big in profits, easy to sell, that to tie right up to it that’s bound to reward 
will do a whole lot to pay your with big profits the slight effort 
overhead, increase your influence needed to push its sale. 


REG. us pat OFF. 








gE 3 OD A Y BOND ELECTRIC CORPORATION, 
Jersey City, N. J. 
Kindly forward immediately full information regarding the 
is the time to send this coupon in for full de- “FROSTOFF” Offer. 
tails regarding this revolutionary item. You 
‘ » IA ora ae ca aor ce Netw asctcscncecldNacadaastedeacadmadueaaadadd 
can’t afford to miss being the first to offer 
“FROSTOFF” in your territory. PEUIRRIE IES, 0.0% ko Cee Wie ewe Ros Se eR ede delteeemeeue cose aeemawee ele 
Ee ee eT eee ee ee rer oe SEA ov tvacedcinncus 
Che OPN es oo ore So kc ccicccinacmtcenanawccuesdscnacemadses 
eS | 

















Review of NEw Products 





Description: 


Price: 





Device: 
Description: 


Devices: 
Description: 
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Gilbert Mixer 


The A. C. Gilbert Co., 

New Haven, Conn. 
Blades revolve bowl in 
either direction; removable beaters; 
equipped with 2 ivory glass bowls and 
turntable; 12% lbs. 
$10.95.—Electrical 


Merchandis- 
ing, December, 1932 


Ideal Motors 


The Ideal Electric & Mfg. Co., 
Mansfield, O. 

Ideal geared motors. 

Gear reduction unit built 

integral with motor; available in gear 

ratios from 2.09 to 1 up to 376 to 1 


with speeds of 861 rp.m. to 4.7 
r.p.mi. using standard 1800 r.p.m. 
motor. Available in % to 20 hp., 


open or enclosed type, 2 or 3 phase 
a.c. or d.c.—Electrical Merchandising, 
December, 1932. 





S & M Floodlites 


S &€ M Lamp Co., 
Los Angeles, Calif. 


No. 800 and 802 Floodlites. 
No. 800; porcelain socket ; 
metal cap threaded for 4 in. con- 
duit mounting. -No. 802: adjustable 
bracket, weatherproof cord and plug. 
Both lights burn 100, 150, 200 watt 
lamps; reflector 934 in. diam.; oxidized 
aluminum. 

ice: $3.50.—Electrical Merchandising, 
December, 1932. 


Eveready Wallite 


National Carbon Co., ae 
80 E. 42nd Street, N. Cc. 
Device: Model 4758 operates» on three 
batteries; time switch turns light off 
automatically after 30 second inter- 
val; steady light can be had if de- 

sired. 

Model 4757 operates on two batteries ; 

equipped with Levolier switch. 
Finish: Cream enamel on metal. 
Prices: Model 4758 $1.75; Model 4757 

$1.25; batteries extra. — Electrical 

Merchandising, December, 1932. 








v 
Arcturus Lamps 


Arcturus Radio Tube Co., 
720 Frelinghuysen Ave., Newark, N. J. 


Device: “Sirian’ cross and star mazda 
lamps. 
Description: Cross Model: filament in 


form of cross built into candle shaped 
bulb; Star model; filament in form of 
star built into regular type bulb. 
Price: i 
dising, December, 1932. 








GEH vieesas Heating 
Pad 


General Electric Co., 
Bridgeport, Conn. 
“Vel-Zip” heating pad. 


Device: 

Description: Thermostat control; 3 tem- 
perature switch in cord, 4 ft. from 
pad; removable, washable cover with 
zipper fastener; Nile green, peach or 
orchid velour. 12 in. x 15 in. 

Price: $6.00.—Electrical Merchandising, 
December, 1932. 

Vv 


W estinghouse Motors 


Westinghouse Electric & Mfg. Co., 
East Springfield, Mass. 


Description: An entirely new type of 
capacitor motor for use in refrigerat- 
ors, oil burners and stokers has been 
developed ; an improved type resilient 
spring mounting, which nullifies vi- 
bration resulting from current chang- 
ing its direction 120 times each sec- 
ond is a feature; frames, shafts, bear- 
ings and mounting arrangements are 
interchangeable, rating for rating. 
Five frame sizes serve entire line 
from 1/30 to 2? hp. Older types of 
other small motors are also being re- 
designed. Split phase, capacitor, re- 
pulsion-induction, polyphase, d.c. and 
repulsion motors comprise new line.— 
Electrical Merchandising, December, 


1932. 





Dumore Cocktail Shaker 


The Dumore Co., Racine, Wis. 
Description: Pewter, ee design, 
Dumore eek 2:¢. Or 
Price: $14. i wlectricat “jewenendie- 
ing, December, 932. 





Signal Bell-Buzzer 


Signal Electric Mfg. Co., 
Menominee, Mich. 
Description: Has a 2 in. gong; oper- 
ates from either battery or bell ring- 
ing transformer; gray enamel finish. 
—e Merchandising, December, 

1932. 





Delta Flashlight 


Delta Electric Co., Marion, Ind. 


Device: “Silverlite” flashlight lantern: 
operates on two 1% in. batteries; 
mazda bulb, silvered reflector; 33 in. 
high; 24 in. lens; nail hook and 2 
folding handles for carrying or wear- 
ing on belt. 

Price: 89c. without batteries.—Electri- 
cal Merchandising, December, 1932. 


Electrical Merchandising, December, 1932 
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L The Domestic Market—A\ll Talk and No Sales 


‘6 HAVE heard talks about the domestic mar- and some of these factors undoubtedly 


















ket for the past ten years. At each conven- influence in creating the present_! 
tion addresses are made giving complete data on sales. , 
. a . 
this market. Each year a new plan or » From Electrical World 
——_,-—— October 22, 1932 


This editorial presents a variety of reasons why 
the sales of electrical appliances are at a low 
ebb .... and asserts that “sales pressure is at a 
low point.” 


Public acceptance too is at a low point... . and 
that is not confined solely to the electrical appli- 
ance field. 


It is indicative of general public revolt against 
unsatisfactory offerings. 


Outstanding service from appliances will build 
appliance selling. Every appliance that is out- 
standingly -good for its purpose, sells other 
appliances. 


Sales pressure by manufacturers and distributors 
will yield more when placed behind a sound, 
practicable appliance — an appliance leading 
rather than lagging, in effectiveness. 


We commend this as the way out of an unsound 





market. 
ELECTRICAL TESTING LABORATORIES NEW YORK, N. Y. 





80th Street and East End Avenue 











The Forward Pass (Continued from page 27) 


shopping areas, one along Shattuck Ave., where main 
line electric trains connecting with San Francisco ferries 
arrive and another near the Sather Gate of the university 
campus. As a trade center, however, it must compete 
with larger stores in adjacent Oakland, and more seri- 
ously with glamorous appeal of San Francisco shops, 
across the bay. 


City’s Largest, Oldest 


J. F. Hink & Co., the city’s premier department 
store, a high class, old established store, is located on 
Shattuck Ave. It has had an electrical appliance depart- 
ment for five years under Mr. Carash’s management. 
It is owned by the store, is not a concession. 

“We are well satisfied with the second store across 
the street,” declares Mr. Carash. “We advertise it— 
‘Directly across the street—open evenings.’ But the 
advantages are more than just that of keeping open 
evenings. It allows us to conserve our stock. If we 
have just one full line of refrigerators, say, or only two 
or three models, we can split the stock, put some across 
the street, some here in the main store, and if a prospect 
doesn’t see the size of model wanted, she can be brought 
across the street to see it. We are thus able to make 
one stock do for two places. 

“The plan doubles our public contacts. And you’d be 
surprised, when the traffic is extra heavy in the store, 
those who want to see appliances go out and across the 
street where they will not be so crowded. In fact we 
strive always to keep the interest equal between the 
main store and the branch. 

“There is another advantage. We have two crews, 
and those in the branch store comipete with the main 
store crew. It keeps both alive. Then when help is 
needed the crews can be adjusted to take care of a rush 
in either place.” 

At the present time the crews each consist of a 
woman demonstrator and two salesmen. The salesmen 
alternate in the store, each taking one day in and one 
day on the outside. 


They Use the Users 


At the main store a cardex file is kept by Mr. Carash 
for the use of salesmen on tips and prospects. Every 
former customer is listed, with details of when purchases 
are made and the status of the account. The salesmen 
use this file assiduously. They keep working it over. 
Because of their long association with the company some 
of them have developed a sense that is almost uncanny 
in knowing just when an old customer will be ready for 
the next appliance. One salesman expressed it that each 
month the old prospect file owes him just so much 
money, providing he can collect it in a sale. 

In order to place the proper emphasis upon the sales 
of the higher quality merchandise Mr. Carash and his 
men have worked out a unique sales compensation plan. 
The men accept a lower commission on low-priced mer- 
chandise and get a higher rate on the quality lines. 
Thus their tendency is to work harder for the sale of 
the higher priced articles. All theories to the contrary, 
salesmen, Mr. Carash has found, do not sell the higher 
priced lines unless there is incentive to do so. 
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The store carries quite a variety of lines. “You 
have to in a department store,” says Mr. Carash. 
“People expect it. They have a variety of choice with 
all other merchandise and they want it on electrical appli- 
ances.” Accordingly the store carries Easy, Apex, Thor, 
Universal, Conlon, and Trayway washers; Ironrite, Thor, 
Conlon and Easy ironers; Westinghouse, Norge and 
Mohawk refrigerators; Sparton, Atwater Kent and 
R.C.A. radios; Mixmaster mixers. At times electric 
ranges are handled, so also are other feature small 
appliances. 

“Lower priced lines are carried as feature sales items, 
but we don’t gamble on them,” Mr. Carash adds. 

Salesmen are paid on a straight commission basis, 
with privilege of drawing against the commission on 
the lst and 15th of the month. This, because the sales 
staff has been with the company a long time, makes for 
steady income to the salesmen. During good times the 
staff reached a total of 13 men. When it became neces- 
sary to curtail, old timers were kept to the number who 
could produce and really make a living with a decent 
income. Thus with their minds at peace, the salesmen 
are really making progress, and of late the men have 
been making noticeably better sales results. From this 
index Mr. Carash feels business improvement is def- 
initely on its way. 


Demonstration “Island” 


It can truly be said that the electrical appliance depart- 
ment is all over the place. The main office is located 
on the rhezzanine, next to the offices of the store. Here 
Mr. Carash has a display of radios, washers and ironers 
and refrigerators. Then on the main floor, in the center 
of the store in a wide aisle, he has a demonstration 
“island,” where a woman demonstrator either irons 
clothes, uses the mixing machine, or shows the working 
of a washer. A salesman with her develops store busi- 
ness from this center. 

At strategic spots, such as at side entrances, heads of 
stairs, any handy location, Mr. Carash places a refrig- 
erator to sell itself. Likewise the store across the street 
always has a demonstration going on, either on the side- 
walk at the entrance or just inside the door. And then 
there is always some portion of the main-store window 
devoted to an appliance display, although Mr. Carash 
says competition for window space between departments 
is exceedingly keen. 

During the Halloween season a clever window, dec- 
orated with a skeleton, and an old tub with apples in 
it, carried this window message on cards. “Don’t make 
a skeleton of your wife—” “The old wash tub is only 
good for bobbing for apples after all.” 


Sell Old Customers! 


Asked what he felt was the most effective selling 
method that could be used, Mr. Carash declared emphat- 
ically, “Sell former customers. This has been a badly 
overlooked opportunity in most stores. If you have 
treated customers fairly in the first sale they are already 
sold on your company. With this company, I find espe- 
cially that the good will, built up over years of establish- 
ment in this city, is a mighty fine asset.’ 


Electrical Merchandising, December, 1932 
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When Franklin Sent His Kite Aloft, 
and Sparks Flashed off the Key 


~w=he brought to earth what the ancients knew 
as the “Flaming Arrows of Jehovah,”—something 
they feared. But the efforts of Franklin and other 
pioneering scientists led to the harnessing of these 
flashing flames, which have now become the 
servant of man. 


And now, since 1906, electricity has been pro- 
viding heat; for in that year, A. L. Marsh dis- 
covered the nickel-chromium heating element 
alloys, to which he’ gave the name “CHROMEL.” 
Until this discovery, electric heat was not prac- 
tical, because the elements burned out 
too soon. But Chromel has proved 
so durable, and good for its purpose, 
that it’s the back-bone of the heating 
device industry which Chromel created 





26 years ago, and sustains today. Chromel’s 
trustworthiness is shown by the fact that, to it are 
entrusted trade-names of priceless value. This 
confidence in Chromel, we believe, invites your 
confidence in devices that are Chromel equipped. 


If you happen to be interested in designing heat- 
ing-elements, we invite you to send for our new 
“Heating-unit Calculator”; it tells how many feet 
of Chromel-A wire of various gages are needed 
for units that draw from 275 to 1000 watts, on 
110-V circuit; it also tells how many feet of 
straight wire are needed to make 
coiled units, of any length, on dif- 
ferent sized arbors. For complete 
technical data on Chromel, ask for 
Catalog-HX. 


HOSKINS MANUFACTURING COMPANY 


4435 Lawton Ave., Detroit, Mich. 
In Canada: Walker Metal Products Ltd., Walkerville, Ont. 
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EXPLAIN 


and a million women 


Tell women the real meaning of... 





and they'll gladly buy this 
sensational new 
PREMIER GRAND! 


Offer women something better than 
they ever heard of—and they'll buy 
whether they meant to or not. Even 
in these so-and-so times! We started 
out on that basis, many months ago 
...to build a cleaner so far ahead of 
all existing cleaners that no woman 
could resist it. We did it! 

Then we priced this splendid 
cleaner lower than its nearest com- 
petitors, and increased the trade-in 
allowance on it to the GREATEST 
IN PREMIER HISTORY! 


What “Cushioned Power” Means 
You are not interested in the years 
of engineering and research that 
have gone into this cleaner. But 
you will want to know the results 
... what “Cushioned Power” means: 


GREATER POWER! A new, im- 
proved motor and a radical depar- 
ture in fan assembly get more dirt in 
less time. 

GREATER CLEANING SPEED! To 
the best of our knowledge these im- 
provements, with a wider nozzle and 
a larger cleaning brush, make it the 
swiftest cleaning of all cleaners. 
GREATER SMOOTHNESS! The 
“power plant” is deeply cushioned 
in live rubber, which absorbs vibra- 
tion and lessens fatigue. 


GREATER QUIETNESS! This same 
rubbercushioning, plus thescientific 
development in the fan assembly, 
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See It Yourself ‘ 
One minute’s handling, however, will tell you \ 
more about this cleaner than all our talk. Sign \ 
your name and address, send them to us,and we 
will gladly arrange it. No obligation, of course. 


\ 
Pa 





CUSHIONED POWER 


make the new Premier the quietest 
cleaner you ever listened to! 


Other Valuable Sales Features: 


Four rubber-tired wheels... heavier 
rubber bumper around the nozzle 
...nozzle that cleans right up to the 
wall...extra-long non-kinking rub- 
ber-covered cord ... low, medium 
and high handle adjustments .. . 
highest quality twill bag, with dust 
trap ... and many, many more fea- 
tures that women will like. 

THE PREMIER VACUUM CLEANER CO. 

CLEVELAND, OHIO 


(Division of Electric Vacuum Cleaner Co., Inc. 
Dept. 712. Branches in all principal cities.) 
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change their minds! 


NEW poticy 
POLICY 
Premier has sold in the past without 
benefit of “long” trade-in discounts. 
With the Premier Grand, however, a 


trade-in allowance equal to that of 
any other cleaner can be offered. 


PREMIER Crzased waren caerecaum 
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Recent figures show 
sales saturation of ELECTRIC 


WASHING MACHINES will not 
be reached for years 


i Benen has been a persistent thought among some 
members of the electrical appliance trade that 
electric washing machines were reaching the point of 
sales saturation. If that were true, the situation would 
indeed be serious. 


The facts do not bear out this thought. The facts 
show that electric washing machines will continue to 
be a major source of sales and profit to dealers and 
distributors for many years to come. 


Here are the facts. On January 1, 1932, there were 


7,637,750 electric washing machines in active use. On 
January 1, 1932, there were in the United States 
20,441,249 wired homes. 


Placed side by side, these figures tell a dramatic 
story. They instantly disprove the thought of market 
saturation. Seven million washing machines in use. 
Twenty million homes equipped to handle them. A 
difference of almost thirteen million between sales and 
saturation. Even after making adequate allowance for 
homes not now able to buy, and for other factors 
affecting washing machine sales. Here indeed is a 
substantial new market. 


Translated into percentages the findings are even 
more graphic: 37.4% sold, 62.6% yet to sell! 


In the light of such data, saturation ceases to be 
an important factor in sales and promotion plans. 
New business is the dominant note—and there is 
plenty of new business to be had. Consumer interest 
has been growing within the past six months, whetted 
by the urgent need of economy in the home. The field 


This is tne second in a series of editorials on electric 
washing machines, It is sponsored by Lovell Manufac- 
turing Company, manufacturers of the Lovell Pressure 
Cleansers which are standard equipment on most leading 
electric washers. 





© 1932 Lovell Mfg. Co., Erie, Pa. 





is fertile for the tilling, and it covers the entire 
United States. 


This field—the field of new business—has scarcely 
been touched within the past three years. Let the 
figures speak for themselves. 


The replacement market requires 763,000 machines 
per year. In 1929, the total number of washing 
machines sold was 956,000. In 1930, the total was 
802,000. In 1931, the total was 812,000. The records 
of 1929, 1930, 1931 show substantial figures in them- 
selves, but in point of fact they scarcely graze the 
market possibilities. 


As an instance. If all the washing machines neces- 
sary for replacements in 1931 had been sold, then the 
new washing machine customers created in that year 
would have been only 49,000. A small dent, indeed, 
in the new customer market. 


Washing machines are then in a position to give 
any electrical appliance sales organization a profita- 
ble market item. The combination of a substantial 
replacement market presenting itself every year and 
the large virgin market offers a dependable, steady 
income source to the electrical appliance distributor 
and dealer. Lovell Manufacturing Company, Erie, 
Penna., Makers of the LovELL Pressure Cleanser. 


TOVELL 


PRESSURE CLEANSER 
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THE MAYTAG COMPANY 


EXECUTIVE OFFICES 


NEWTON, IOWA 


November Second 
1932 


Mr. Norman Wilchinski 
President 

Younker Brothers 

Des Moines 

Iowa 


Deer Mr. Wilchinski:s 


I wish to congratulate you 
on your record of sales of Maytag washers for the 
year 1952. It is indeed gratifying to learn of 
men who go serenely on their way selling in spite 
of adverse rumors, pessimistic prophesies, and 
opinions that "it can't be done™. 


It would appear, from every 
indication, that you have recognized those sound 
principles of merchandising which have made it 
possible not only to make money but to carefully 
safeguard the greatest asset you have, =- your 
good name and the good will of your customers. 


It is gratifying to know of 
the large percentage of alumimim tub Maytags you 
have sold. Our national sales on the high priced 
models are constantly increasing, which can only 
mean that the public is losing its faith in “bar- 
gain" merchandise and is swinging back to an ap- 
preciation of quality as the only true economy. 


The washer market has never 
looked more encouraging than for the near and im- 
mediate future. Present and prospective Maytag 
dealers are recognizing a great potential market 
that they did not realize existed. 


Of the more than 20,000,000 
wired homes, nearly 13,000,000 are without wash- 
ers. That's more than 6 out of 10 wired homes to 
be supplied yet with washers. 
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THE MAYTAG COMPANY 


Mr. Norman Wilchinski 


There are only 3 major elec- 
tric appliances which sold over a half million 
units last year. Washers came second. 


Based on ten year deprecia- 
tion, there is a replacement market alone of 
835,000 washers a year. This is more than the 
total sales of all washers last year. This means 
that the market for washers is growing faster 
than they are being sold, and that we are farther 
from the saturation point this year than last 
year. 


The better class of homes, of 
people who have money and can buy, are buying more 
washers now than ever before.in the history of the 
washer industry. 


In a national survey, con= 
ducted by newspaper organizations, 7,000 women 
were asked what washer they would prefer to own. 
Of the 156 different makes mentioned, Maytag was 
first with 45.4% preferred. Second choice was 
17.5%, and third choice 8.9%. 


The Maytag plan of selling, 
which dealers themselves say is the most success- 
ful, is helping dealers make money even under 
present conditions, - from locating the prospect 
down to closing the sale. This plan is selling a 
large percentage of high priced long margin of 
profit units. 


Your record, hir. Wilchinski, 
is clear enough indication of your faith in the 
washer business and in Maytag. Let me again con- 
gratulate you and express my hope for your con- 
timed success. 


Best personal regards, 


very truly 


E.H .Maytag-RD Presidgnt 


E. H. MAYTAG 


I¢ you are interested in 
selling Maytag washers, 
write or mail the coupon 
for all the facts about the 
Maytag dealer proposition. 


THE MAYTAG 
COMPANY 
Manufacturers 


NEWTON 33 IOWA 
Founded 1893 





THE MAYTAG COMPANY 
600 Maytag Bldg., Newton, Iowa 


Please send me particulars of 
the Maytag line of washers. 
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“PETITE’’ DESK CLOCK 


(No. AB3F-52)—black Textolite case, with Chrome- 
finish feet and bezel ring. 3-inch light ivory dial. 
Black modern Roman numerals. Height 434 inches; 
width 356 inches; depth 2 inches. List price . $3.95 





‘“‘NEW HOSTESS’’ KITCHEN CLOCK 


(No. AB2F-02)—green, ivory, white, black, blue, 
orange,and yellow. Case-back and bezel in gleaming 
Nicral. 5-inch cream lacquer dialon allexcept white— 
which has white dial. Height 7% inches; width 
7% inches; depth 2% inches. List price . . $4.75 


De 
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tel 


these clocks. 


 Psngandanan SHOPPERS? Here’s 
a way to get them—two ways! 
Two of the greatest clock values G-E 
ever offered. 


1—The new Petite, the Desk Clock 
which plenty of women will buy for 
“him.” And the price? You'll hardly 
believe it!—$3.95! That’s list—full of 
profit for you. 


2—Here’s the other one. The new 
G-E Hostess—a kitchen clock. A 
clock that has about everything to 
make a woman say “I'll take it!” And 
believe your eyes when you see this 
price—$4.75! That’s list, too. 

Price has already made these 2 


clocks popular. But these clocks have 
more than price back of them. They 
have the famous G-E Monogram! 
You don’t have to tell a woman what 
that means in reliability—in faithful 
service—in correct time-keeping. 


These clocks are built for a lifetime 
of steady, accurate service. All the 
motors are completely enclosed. No 


dust can get in. Nodirt. And what’s 
more—no oiling is necessary. For 
each motor carries its own lifetime of 
oil enclosed. 

Put these clocks in your window... 
on your counter... give the price a 
good display...and watch them move! 

Write or wire your G-E distributor 
for more details—at once. 


GENERAL @ ELECTRIC 
CLOCKS 


SECTION T-3612 MERCHANDISE DEPARTMENT, GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 


FOUR MORE CLOCKS THAT ARE PRICED TO MOVE FAST 








Model ABR8-63 — Westminster 
chimes. Mahogany case, lacquer 
finish with shell ornament. 5-inch 
silver-finish dial. Open bezel, front 
reset. Height 8 inches; width 18 
inches; depth 5% inches. List 
price $32.00. Auxiliary move- 
ment $5 extra. 





Model AB3A-05 = Colonial ma- 
hogany case, lacquer finish. Gold 
finished top ornament and feet. 
Equipped with auxiliary move- 
ment—keeps going when the cur- 
rent goes off. Height 6% inches; 
width 5 inches; depth 4 inches. 
en $14.95 


Model AB3-57 = A beautiful model 
with black case and chrome trim- 
mings. 3%-inch silvered dial. 
Black Arabic numerals. 8-foot de- 
tachable cord set. Height 7% 
inches; width 434 inches, depth 
3% inches. List price . . $9.95 


Model AB3-28 — Mahogany finish 
case, Spanish high-lighted. Inlay 
border and maple-toned overlay. 


34-inch gold finish dia!. Black 
Arabic numerals. 8-foot cord. 


Height 7% inches; width 5% 
inches; depth 3% 
price 


inches. List 
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NOTHER STEP IN FRIGIDAIRE’S 


BUSINESS IMPROVEMENT PROGRAM 


ard ilt night in 
Seale Gout! Jooitprint 


Frigidaire Dealers are finding the holiday seasonkich in profit-making possibilities. If advance 
orders are any criterion, Frigidaire is going to brighten more homes this Christmas than ever 
before. @ This Sterling Silver Gift eden permanently attached to each Frigidaire, is an im- 
portant factor in presenting Frigidaire as the a Gift “of sentiment and savings.”” ® With 
Frigidaire’s advertising driving home t t idea—with Frigidaire’s holiday display material and 
Christmas “Silver Digging Contest” ed cumulative force of the powerful Frigidaire Business 


Improvement Program—Frigidaire Dealers are ee to make real profits out of the holiday 


season... Frigidaire Corporation, Su ‘6 i of General Motors Corporation, Dayton, Ohio. 








@ 
a> 
»> 





: FRIGIDAIRE 


A GENERAL MOTORS VALUE 








I 
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COMMERCIAL CREDIT COMPANY 
COMMERCIAL BANKERS 


HEADQUARTERS ; 


REVER YOU ARE @ WHATEVER YOU MAKE, SELL OR BUY @ INVESTIGATE COMMERCIAL CREDIT SERVICE 





. 


SELLING ON TIME is something 
more than just being able to quote a 
down payment and the amount monthly. 
That *“‘something more’’ is quite often the 
reason why sales are made — 


To help you make more sales and to pre- 
vent the loss of sales Commercial Credit 
Company has more than a hundred men, 
thoroughly versed in the art of selling re- 
frigeration on time, who are at your service. 


These men operate from the many offices 
of this Company located in the principal 
cities of the United States and Canada. 
They are at your service at any time—as 
close to you as your telephone. 


Behind these men are the resources of one 
of the world’s largest Finance Companies 
whose service is as complete in its farthest 
office as it is at headquarters. 


ELECTRICAL MERCHANDISING 


Get the most 


Commercial Credit Service assures you 
close personal contact, security, quick credit 
service, prompt remittances and an efficient 
collection system. Use the coupon—NOW! 


Commercial Credit Company 
Baltimore, Md. 


Gentlemen: 


We would like to talk to one of your men who 
will show us how to properly present the time 
plan. We would also like full information re- 
garding your service. This request is with the 
understanding that we are not obligated by 
making it. 


eo ee Ge eS Ge ee ee ee ee ee ee ey 


BALTIMORE 
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< MARKET is so flooded with low- 
priced refrigerators today that the 
appearance of another refrigerator of 
this type is of little significance. West- 
inghouse is not building such a refriger- 
ator...but is making a price announce- 
ment of the most vital importance. 

Effective November 15th, all standard 
Westinghouse Dual-automatic Refriger- 
ators are offered at prices that challenge 
the low price field. Quality refrigerators, 
all of them! Absolutely no cheapening 
in design or construction! The same 4.3 
cubic foot models that sold for $195.00 
last Spring...now offered as low as 
$129.00 retail installed price, freight 
and tax paid! 

Now! Compare Westinghouse prices 
with any other high quality refriger- 
ators. Remember too, that ‘‘Westing- 
house’’ means hermetically-sealed units, 
dual-automatic control, all-steel cabinets 


Westin: 


...anda4 Year Service Plan backed 
by a mighty name. 

Now for the first time a first-quality 
refrigerator is offered at popular prices. 
And to give dealers the full opportunity 
to increase profits with increased sales, 
Westinghouse has made substantial 
increases in dealer discounts. 

Back of these significant adjustments 
in prices and discounts, Westinghouse 
has planned an even greater sales pro- 
motion, merchandising and advertising 
program for 1933. 

We invite every alert merchandiser 
who wants to make more money in 1933 
to write, wire or telephone for complete 
details about the Westinghouse Refrig- 
erator Franchise. By no means commit 
yourself to any program for 1933 until 
you have these details. Address... West- 
inghouse Electric & Mfg. Co., Refrig- 
eration Franchise Div., Mansfield, O. 





ghouse_| 
Kefrigerater Wb) 
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Would you like to receive a copy? 
Write to The American Weekly, 
959 Eighth Ave., New York City. 
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AKE MORE 


ANY of the biggest companies ad- 
vertise in THE AMERICAN WEEKLY 
because it carries their selling messages 
to the greatest audience of consumers 
in the world. 
Display their goods on your counters 
and in your windows. It pays! 
THE AMERICAN WEEKLY Sells their 
wares, the goods you stock, because its 


ie SRE TTT 


“SALES 


5,981,137 circulation is so far-reaching 
that it goes right into one out of every 
five homes in the United States and 
produces the business. 

Feature the products advertised in 
THE AMERICAN WEEKLY, and make its 
readers your customers. Many of them 
live in your own community and have 
money to spend in your store. 





What is The American Weekly? 


The American Weekly is the largest magazine in the world. It is distributed through 
17 great Sunday Newspapers. In 558 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 70% of its circulation. 


In each of 136 cities, it reaches one out of every two families 
In 105 more cities, 40 to 50% of the families 
In an additional 153 cities, 30 to 40% 


In another 164 cities, 20 to 30% 


... and, in addition, more than 1,750,000 families in thousands of other communities, 
large and small, regularly buy and read The American Weekly. 
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More Hoovers are sold at 
Christmas than at any other 
time. ... And of course every 


Hoover sale is a dealer sale. 


She HOOVER 


IT BEATS...AS IT SWEEPS... AS IT CLEANS 
ON A CUSHION OF AIR 





THE HOOVER COMPANY, NORTH CANTON, OHIO 
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It’s about time 


TO TALK 


PLAINLY 


about TIME! 


THE Christmas selling season makes timely a 
frank discussion of the electric clock industry 
and some of the factors affecting it. Let’s look 
back briefly—then forward. 

Telechron pioneered this industry years ago, 
installed Telechron Master Clocks in America’s 
power houses, built a quality product, told the 
world about the convenience and accuracy of 
electric time . . . and did it so successfully as to 
inspire a host of imitators. 

Cheap, made-to-a-price clocks, which had to 
be started by hand, poured on the market and 
were bought in good faith by thousands of people. 
Many proved uncertain and short-lived, grew 
noisy and ‘‘quit cold” after a few months—then 
were junked in disgust. Dealers, who had made 
little profit on them, incurred ill-will as well. 

Meanwhile, Telechron went on making self- 
starting clocks of the same high quality. The 
Telechron name and the Telechron self-starting 
motor could not be copied. Telechron clocks re- 
mained dependable. (Fact is, many of the first 
Telechrons, installed 12 years ago, are still 
giving faithful service.) Their moving parts 


were hermetically sealed in oil for smoothness 





and silence. Purchasers and dealers were pleased. 
Present events prove that the Telechron policy 
pays. Price-hysteria is passing. People are begin- 
ning again to insist on quality. They’ve learned 
that in electric time, as in other things, you get 
just what you pay for! 
* 3 td 

A new year is just ahead. What will you do with 
it? Will you go on with cheap merchandise, ques- 
tionable profits and ill-will? Or will you feature 
electric clocks that you can sell with confidence 
and pride, clocks that are backed by a famous 
name and dominant advertising, clocks that will 
serve your customers well and return you a profit- 
able profit? 

After you’ve thought it through, observe the 
little coupon due south of our signature. 


WARREN TELECHRON COMPANY, ASHLAND, MASS. 
THE REVERE CLOCK COMPANY, CINCINNATI, OHIO 


WARREN TELECHRON COMPANY 
112 Main Street, Ashland, Massachusetts 


I agree that it’s time to sell quality merchandise at a profit- 
able profit. Please tell me all about your plans and policies. 


Name 





Address 





ML 


(Reg. U. S. Pat. Off. by Warren Telechron Co.) 
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For the first time, a 
MOTOR DRIVEN BRUS 
has been combine 
with 


“HIGH -VACUUM 


LIGHT WEIGHT—14,¥, LBS. 
AGREEABLY QUIET 
BALL-BEARING MOTOR 
RUBBER TIRED WHEELS 
14” NOZZLE 
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— Increases Store 


Big Utilities Feature New Eureka in Fall 
Campaigns .. Orders Pour into the Factory 


ro every section of the country... from public utilities, 
department stores and electrical dealers . . . has come an 
unprecedented demand for immediate delivery of this magnifi- 
cent new Eureka, which for the first time combines a motor 
driven brush of advanced design with the famous “ High- 
Vacuum” principle of cleaning. 


Great electric light and power companies in Philadelphia, 
Baltimore, Boston, Washington, Pittsburgh, Cincinnati, 
St. Louis, Minneapolis, St. Paul and a host of others are featur- 
ing this sensational new Eureka with spectacular November- 
December campaigns. Utilities and large department stores 
are concentrating exclusively upon its sale. Independent deal- 
ers have placed orders totaling thousands of cleaners. 


Dealers are quick to see the possibilities of this new Eureka 
for dramatic, effective store demonstration. Sand dances! 
Embedded soda “boils” from the rug, inches ahead of the 
nozzle! Lint, threads and surface litter are instantly removed! 
The demonstration is packed with action, and will produce an 
immediate increase in your store sales. 


Thorough comparative tests in our laboratories have proved 
to our satisfaction the superior cleaning effectiveness of this 
new Euzeka over all other cleaners of its particular type. It is 
light (only 14% Ibs.). Unnecessary weight and awkward size 
have been avoided. It is quiet—agreeably quiet. Its 14” 
nozzle gives a wider cleaning radius. 


This new Eureka is an addition to our famous line of straight 
air cleaners; Eureka dealers now can meet every vacuum 
cleaner requirement and satisfy every class of buyer. Write or 
wire; we shall be glad to send a sample foryour free inspection. 


EUREKA VACUUM CLEANER COMPANY 
DETROIT, MICH., U. S. A. 
Largest Manufacturers of Vacuum Cleaners in the World 
Factories at Kitchener, Ontario, Canada; 8 Fisher St., London, W. C. 1, England 


EKA 





Address___ 
MOTOR DRIVEN BRUSH City__ 











Dealer 


Sales 


THREADS! LINT! HAIR! INSTANTLY 
REMOVED BY MOTOR DRIVEN BRUSH 








RUBBER DRIVING BELT FULLY GUAR- 
ANTEED FOR ONE YEAR 


Under severe tests, the Eureka flat rubber 
belt, made to our specifications, outlasts four 
of the best belts found on other motor driven 
brush cleaners. And the belt won’t jump off 


the motor shaft. 


EXCLUSIVE 

METHOD OF 

ADJUSTING 
BRUSH 





A unique and exclusive method is provided to 
permit the adjustment of the brush to any posi- 
tion desired. This is done by a turn or two of 
a set key at either end of the nozzle—accessible 
from the outside. (Patent applied for.) 


EUREKA ‘‘HIGH-VACUUM”’ TEST 
WITH OR WITHOUT BRUSH 


Unlike other cleaners 
of its type, this new 
Eureka, even without 
its motor driven brush, 
will clean deeply— 
thoroughly—by its 
powerful suction 
alone. This is quickly 
proved by the Eureka 
**High-Vacuum” Test. 








COUPON 


EUREKA VACUUM CLEANER COMPANY 
Detroit, Michigan, U. S. A. 


Please send sample of your new Eureka with revolving brush—express 
prepaid—for our free inspection. 
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How TOPHET Superiority 


“HAPPENED” 










Ajax Northrup High Frequency fur- 
naces in which TOPHET “A” and 
“C” alloys are melted scientifically. 


All ingots checked in 
laboratory for purity and 
uniformity. 









yi With, 
Torre} 
HEAT 


oP 
Se 





All melts life tested 
under standard 
methods per A.S.T.M. 
standards for uni- 
formity and high 
quality. . 





Pp 














IT DIDNT just happen....it was planned! 


® TOPHET alloys are offered to the heating appliance industry in a spirit of industry 
cooperation. For as TOPHET alloys contribute to more reliable appliances, so will 
public confidence in heating appliances increase. 


® Engineering departments of manufacturers and public utilities may have Elec- 
trical Testing Laboratory tests or samples of TOPHET for their own appraisal. 


®@ 80-page alloy handbook upon request. 


GILBY WIRE COMPANY 


WILBUR B. DRIVER, President 
Chicago Newark, N. J. Paris 


ean RR Rn RE RSS 
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See it at: 
Chicago Furniture Market — 
Room 760—Jan. 3 to 14—or at 
National Housefurnishings 


Show-—Stevens Hotel—Room 
521—Jan.9 to 14 


ae a radically new washing 
«<)> principle to put profits 


into selling! 


HY has thin-margin price strangled wash machine tremendously. The other makes a washing machine do 


profits? Because washers have looked as much __ things no woman ever imagined possible. 


alike as two peas. Some have had superior features, yes 


At the Chicago Furniture Market, or the National House- 


—but could a woman see and understand the margin of _ furnishings Show, you will have the opportunity to secure 


superiority? A washer was just a washer, and so “Give _ exclusive territorial sales rights on the Barton STEP Line, 


me the cheapest one,” she said. headed by the “out-of-competition” Model LC. If you can- 


But that day is ending. There IS something never seen _ not attend the show, watch for January issues of trade 


before—something which does not have fo sell on price. | magazines. Or file your name, by letter, for earliest possi- 


The Barton Model LC for ‘33 incorporates two unheard- _ ble information. THE BARTON CORPORATION, West 


of advances. One increases capacity and washing speed _— Bend, Wisconsin. 


— hadonr 
| The STEP 


Copr. 1932—The Barton Corporation 








UP Aine 


BARTON ELECTRIC ond 
GAS MOTORED WASHERS 


(A-6005) 
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Sell the lamps your 
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@® PUBLIC preference for G. E. Mazpa lamps is self-evident. 


More lamps bearing the @ mark are sold each year than all 
other makes combined; conclusive proof that lamp buyers recog- 





nize General Electric quality and want it in the lamps they buy. 


That is why General Electric Mazpa lamps sell quicker; why 
their sale means bigger net profit to you. 


Equally important is the fact that General Electric Mazpa 
lamp quality keeps customers satisfied. 


When your customers buy General Electric Mazpa lamps 
they get all the light they pay for. They get lamps that do not 
burn out or blacken too soon. They get lamps that have been sub- 
ject to 480 processes, inspections and tests to insure quality and 
guard against defects. 


These points are being driven home to your customers through 
advertising appearing in the country’s leading magazines. Every 
user of electric light is being told why lamp quality is vital for 
lighting economy . . . that “for good light at low cost, look for 
the G. E. monogram on every lamp you buy.” 


You can make this advertising sell more lamps for you by dis- 
playing General Electric Mazpa lamps prominently in your store. 
General Electric Company, Nela Park, Cleveland, Ohio. 


This is the MARK to look for 

























GENERAL@ELECTRIC 
MAZDA LAMPS 
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FOOD MIXER 


FOR THE HOME 
PRODUCT OF 


KitchenAid 


meOY, OH10OnU. S.A. 


Special Features 


LOAD COMPENSATOR—a new Kitchen- 
Aid principle abolishes the rheostat with 
its weaknesses and trouble-making charac- 
teristics. Full power is transmitted to the 
motor at low speeds when power is most 
needed. KitchenAid flat beaters and 
whippinbeaters assure wide range of 
superior performance which you would 
expect of a KitchenAid product. 


THERE 


A COMPLETE 
LINE 


Now for the first time—the 
Electrical Trade is given the 
opportunity to merchandise a 
line of Food Preparers—rang- 
ing from a Mixer-Beater that 
fits the modest budget to the 
KitchenAid of unlimited 
service. 


New Model M KitchenAid 
Food Pooperee (right, above) 
is only $62.50* 


Model F KitchenAid (right, 
below) is $89.80* 


Below is Model G Kitchen- 
Aid $129.80* 


*Price is for working unit 
with primary attachments, for 
delivery east of Kansas-Colo- 
rado state line. 





IS NO DEPRESSION of the 
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Christmas Spirit 


In all the years that have gone—this year, and in all the 
years to come—the Christmas spirit will urge giving to 
family and friends. 


THIS YEAR gifts will be PRACTICAL—USEFUL. And 


they will be circumscribed in cost in many cases. 


The Kaidette Electric Food Mixer stands out as the gift of 
gifts. The gift that will serve every day in the year, return- 
ing dividends of appreciation. Saving time, nerves, drudgery. 


Innumerable dealers of the better class know something of 
KitchenAid leadership—they know KitchenAid pioneered 
the field and will hold first position in the quality class. 


The new Kaidette—far above ordinary egg-beater types of 
mixers—retains traditional KitchenAid dependability. 


Hosts of people will not be satisfied to give less than Kitchen- 
Aid quality. Wire or write for our quotations. 


The KitchenAid Manufacturing Company 


1232’ Olive St., Troy, Ohio 


KitchenAid 


Glectrical Food Preparer for the Home 











ee 
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Diversified 


to meet all small-motor requirements 































A line of small motors intended for application 
on motor-driven machinery must include all the 
electrical and mechanical types required by 
appliance-manufacturers and dealers—for a 
single source of all types is far more desirable 
than a number of sources of incomplete lines 
of motors. 


The Wagner line includes all types of small 
motors generally applied on motor-driven 
appliances, making it possible for manu- 
facturers and dealers to standardize on Wagner 
motors. Whether alternating or direct current; 
single or polyphase; open, drip-proof, totally 
enclosed or explosion-proof; rigid or rubber- 
mounted, flange-mounted or built-in; sleeve 
or ball-bearing; horizontal or vertical—there’s 
a Wagner motor now in existence, ready to be 
applied on the job. 


There are 25,000 different type-horsepower- 
speed combinations of Wagner motors (in 
ratings up to 400 hp). Certainly, your motor 
requirements are no greater than that! 


For complete details, ask for Bulletin 
167 describing Wagner small motors. 





Wagner Electric Corporation er 


6455 Plymouth Ave., St. Louis, Mo. 


Gentlemen: 
Please send copy of Bulletin 167 on small motors 





Name and Position 
If interested 


also in 
large motors, Firm Leis 
indicate here 
C Address 














MOTORS TRANSFORMERS 
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WHAT’S BEHIND THE 
FACT THAT L&H ELECTRICS 
ARE EASIER TO SELL? 



















PUBLIC ACCEPTANCE 


Rapidly growing acceptance of and desire for Modern Elec- 
tric Cookery... 





NATIONAL MOVEMENT 


An entire industry mobilizing to increase the demand for 
electric ranges ... 








HIGH QUALITY PRODUCT 


The L & H line brought up to the minute with modern | 
features, improvements and refinements... 


FACTORY COOPERATION 


The L&H program of resale cooperation based on sound 
knowledge of resale problems and how to meet them... 





The sum of these four factors is present and future oppor- 
tunity for the dealer who has the L&H franchise. 


Mail the coupon for the facts. 


A. J. Linpemann & Hoverson Company 


MILWAUKEE ‘ : ; 4 ; ; : WISCONSIN 
2626 W. Washington Blvd., Chicago, Ill. 136 W. 42nd Street, New York, N. Y. 
715 Bryant Street, San Francisco, Calif. 








A. J. Lindemann & Hoverson Company, 
603 W. Cleveland Ave., Milwaukee, Wis. 


I am interested in selling L&H Electric Ranges. 
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FORMERLY $69*° 
95 


Retail 
Te): 
tela 414° 
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Now You Can Meet All 
Price Competition and 


STOP LOSING WASHER SALES! 


Low-Priced Washing Machines are being sold—almost 
every day—right in your own territory. If you are not 
getting your share there is just one reason—price. The 
Automatic Washer Company has never built a cheap 
washer under any other name to make hard competition 
for its dealers. But, Automatic Washer Company can 
and does build a Quality Washer that now puts every 
dealer in a position to meet all price competition. The 
New Automatic Sentinel, retailing at $39.95, is our answer 
to the senseless price-slashing assault of cheap washers. 


The Automatic Sentinel is a high quality, full-feature 
washer designed and built to sell at $69.50. Now we cut 
more than 42% off the retail price at one slash. We 
enable you to sell a washer you will be proud to show 
at $39.95 and meet and beat all competition with reason- 
able profit. Remember, the Automatic Sentinel is not an 
obsolete model—not a “clean up”—but a definite part of 
a complete line, and offered to any established washing 
machine dealer for the sole purpose of calling a halt to 
the attempt to squeeze him out of business. 


Write for “Special Club Offer”’ 
giving you benefit of Carload Price 





Get in touch with your Automatic Distributor at once or 
write or wire us direct for complete information and 
details of our “Special Club Offer,” which gives you the 


Has Diese Feats Wanted Today 


Porcelain tub; balloon rolls; transmission com- 








benefit of the carload price. pletely enclosed and running in oil; + h. p. standard 
motor; beauty, style and efficiency. 
Automatic Washer Company, 191 W. Third St., Newton, lowa 
AUTOMATIC WASHER COMPANY 





191 W. Third St., Newton, Iowa 

Gentlemen: Please ship of your $39.95 Model 
29 Automatic Sentinel Washers, and send details 
of “Special Club Offer” which gives us benefit of 


carload price. 


WASHERS wo LRONERS NII 55 i iets an eee 


Address 


MADE IN NEWTON, 1OwKR | I} Sc 






































BRAND NEW 








5 J 


Vegetable 
Slicer and 
Shredder 
combina- 
tion 
*$1.50 


A 


Meat 
Grinder 
*$1.95 


“y 


we 


Knife 
Sharp- 
ener 50¢ 


* Power 
Unit $1.95 
for Slicer, 1 
Shredder > oe. 
and Meat {_!' 
Grinder. 








ATTACHMENTS Wy 


STAR-Rite 


$1950 
$19.95 in Denver 


and West Coast 
In Canada, $24.75 














MAGIC 
MAID 


America’s 
Greatest Kitchen 
Helper Value 


Exclusive selling features! Su- 
perior value! More attachments! 
Lower prices! 


Here is your chance to make 
profits RIGHT NOW. Weare in 
the midst of the widest accept- 
ance of mixers by a mixer-mind- 
ed public. 


And it’s a value-minded pub- 
lic. That’s why the STAR-Rite 
Magic Maid is the fastest- 
selling kitchen device ever mer- 
chandized. It led the field in 
the beginning. It did more to 
build the mixer business than 
any other. And it has always 
been furthest out front with 
new improvements, 


The Magic Maid complete 
kitchen helper is built for 1933 
sales. It gives by far the great- 
est value. It is by far the most 
complete this side of $50. And 
by far the most flexible, most 
adaptable and most genuinely 
useful. 


All this means sales and 
profits. It means turn-over for 
your money on a sure thing. 
The public 1s mixer-minded and 
value-minded. They are out to 
the mixer that gives the great- 
est value. And the STAR-Rite 
Magic Maid is the 100% 
answer. 


Order today. Display, fea- 
ture, push the winner. Look to 
the mixer business for profits 
and find them in the STAR- 
Rite Magic Maid. 


The Fitzgerald Mfg. Co. 


Torrington,Conn. 
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Samples—showing colors—on request 


SIMPLEX WIRE & CABLE @ 


79 SIDNEY ST., CAMBRIDGE A, BOSTON, MASS. 
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CHICAGO 
PHILADELPHIA 


NEW YORK 
DETROIT 
ST. AUGUSTINE 


CLEVELAND 
SAN FRANCISCO 
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Profit opportunities 
grow with 9_WATT 


NEON GLOW LAMP 
national advertising .. . 





Sales every day—with a generous margin of profit—dealers in 
electrical goods everywhere now report. That’s the response to 
Neon Glow Lamp advertising which appears in Good House- 
keeping with its more than 2,000,000 readers. 

These advertisements describe the unduplicated economy of 
Neon Glow Lamps—over 3,000 hours of continuous light for a 
few cents a month. And their many 
uses—as night lights in bathroom, 
nursery, sick rooms, stairways, etc. 
As pilots and signals in industry. For 
many laboratory purposes. Get 
ready for still faster selling. Stock and 
display them—watch how they sell! 
General Electric Vapor Lamp Co., 
887 Adams Street, Hoboken, N. J. 








A colorful counter-window dis- 
play card with easel is available 
for dealers. Also attractively 
illustrated folders. Specify 
quantity desired when order- 
ing lamps. 


BULL 


GENERAL @ ELECTRIC 
VAPOR LAMP, COMPANY 


530A Copr. 1932, General Electric Vapor Lamp Co. 
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Gund your appliance 


~,  Ousiness with the GRAYBAR 


shield of quality 




















Midget Radio 














Full Automatic Range 


rm cs eee eee a ee 


EM 12-32 
GRAYBAR ELECTRIC COMPANY, Graybar Building, New York, N. Y. 


Gentlemen:—Please send us full details on the complete line of 
Graybar appliances. 








SHIELD of QUALITY! 


It is a self-evident fact that inferior 
merchandise is never a good basis for a 
superior business ...That’s why many 
dealers should be thinking through to- 
day’s difficult situation in terms of better 
quality merchandise. 

But who makes quality merchandise? 
How is one to know it when he sees it? 

Wise dealers put their confidence in 
quality-marked appliances—the Graybar 
kind. They know that the Graybar Shield 
of Quality on any appliance guarantees 
its dependability. For back of this Shield 
stands Graybar’s 63 years of experience 
in serving the electrical industry with 
60,000 electrical items for home, office and 
industry... Dealers will find this broad ex- 
perience well reflected in Graybar’s wide 


variety of quality electrical appliances. 


GraybaR 


OFFICES IN 76 PRINCIPAL CITIES 
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as the heating element material, 
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of Harrison, N. J. 
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| Wall Outlets 


=m down toa price 
Re ll lll 


Con Affordy =: 


x 
SS 


Lower cost wall outlets : 
have been demanded for Lt [ i. 0] i. [ 
years! Now that they 


here — what are ou doin Electrotrim is the first 
an ut it? y e and ONLY 2-wire non- 
a metallic surface exten- 


sion material d 
Are you going to take advantage of | by the Underwriters’ 


the tremendous built-up demand for | Laboratories. It _ is 
lower cost wall outlets? People who — in four colors 
b ts for armonize with any 
never would be even prospec baseboard, moulding or 
regular type outlets will BUY | wall to which it is 
Electrotrim! Are you going to sit — — by 
back and let someone else make more ane Sanne. 
than 35% Profit on the material plus | For Safety’s Sake / 
BIG installation Profits? — See Your 
Electrical r 
Electrotrim is going over BIG. | Contractor 7 
Already thousands of the leading 
jobbers and. contractor dealers are RS 
SELLING it! In addition, many of i Ss 
the largest Public Utilities are actively o$ 
promoting and selling Electrotrim. Re 





Don’t delay ANOTHER Day. Get /. 
the full deteils by returning 7 
the coupon NOW. 


ELECTROTRIM, Inc. L& S' 
Union City, Ind. y/ < SVS 


: 2 
y & & 
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ELECTRICAL MERCHANDISING Vol.48, No.6 
You'll find the A Message to 
BETTER APPLIANCE Manufacturers: 


Standing Still Isa 
Rapid Way of 
Going Backward 
These Days 


It takes only a mild scare for 
some manufacturers to stop 
their advertising. “Oh, well”, 
they say, “we have been advertis- 
ing right along so we can coast 
along for a while on the momen- 
tum that our advertising has 
given us’. Slash! goes their 
advertising campaign. Crash! 
goes the morale of their sales 


force. Down! go volume and 
profits. 
Fallacious, disastrous reason- 


ing! For momentum ‘is _ the 
gradual process of coming to a 
dead stop. The manufacturer 
who relies on the momentum of 
past advertising surely must 
some day get steam up all over 
again. And that takes time and 
money. 


ELECTRICAL MERCHANDISING 
—A McGrau-Hill Publication 
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UNDISPLAYED—RATE PER WORD: 
Positions Wanted, 5 cents a word, minimum 
$1.00 an insertion, payable in advance. 
(See { on Box Numbers.) 


Positions Vacant and all other classifica- 


$500 10 cents a word, minimum charge 


Proposals, 40 cents a line an insertion. 





7 


we 
SEARCHLIGHT SECTION 


EMPLOYMENT : BusINEss : OPPORTUNITIES : 


INFORMATION: 


Box Numbers in care of any of our New 
York, Chicago and San Francisco offices 
count 10 words additional in undis- 
played ads. 


Discount of 10% if full payment is made in 
advance for four consecutive insertions of 
undisplayed ads (not including proposals) . 


ew 


EQUIPMENT — USED or RESALE 
DISPLAYED—RATE PER INCH: 


ce eee Catoaataneun $7.50 
Oe TNC Sco cietce cn . 7.25 an inch 
4 to 7 inches..... -.. 7.00 an inch 


Rates for larger spaces or yearly rates, 
on request. 


An advertising inch is measured vertically 
on one column, 3 columns—30 inches— 
to a page. Electrical Merchandising. 


COPY FOR NEW ADVERTISEMENTS ACCEPTED UNTIL NOON ON THE 20TH FOR THE ISSUE OUT THE 1ST OF THE FOLLOWING MONTH. 








AGENTS WANTED 





ployees and others. 
do the rest. 
equipment free. 


EARN from $1 to $5 an hour extra with»ut 
interfering with your present employment. 
Whether office man, salesman, technical man, 
foreman or worker you can make ready cash 
quickly and easily each week showing our lists 
of business and technical books to fellow em- 
You recommend them, we 
No experience required. Complete 
Write T. Crawford, Dept. E.M., 
McGraw-Hill Book Co., 330 W. 42d St., N. Y.C. 


POSITION WANTED 








COMPTROLLER, experienced in budgetary con- 
trol, time study and cost production analysis. 
Familiar with manufacture and distribution of 
electrical products. Nine years’ experience. 
PW-464, Electrical Merchandising, 520 No. 
Michigan Ave., Chicago, Ill. 


dow 





Guaranteed Workmanship 
50% Off 


ing quality. Write today for catalog. 


H. J. NAUMANN 
3221 W. Warren Ave., Detroit, Mich. 


on all Rebuilt Vacuum Cleaners. New in appear- 
ance and operation. Parts in stock for all makes. 
Brushes Rebristled—Armatures Rewound. These 
cleaners are fast sellers because of their outstand- 











IMPERIAL WRINGER ROLLS 


Built on 3-in. cold-rolled, brass plated steel. 


Made up 1% in. and 1% in. for Easy— 
Thor—1900 an@ other popular washers. 
$11 per dozen. : 

Serviceman’s rolls (% in. shafts with blank 
% in. journals). $11 per dozen. : 

All-Service rolls—straight % in. shafting. 

8.50 per dozen. 
Assortment permitted in each dozen lots. 
DRAIN HOSE FOR MAYTAGS 

Full size—per dozen lengths with ferrules, 
$4.50 per dozen. 

Applied to your fittings $5 per dozen. 

Vacuum Cleaner Belts, 50c. dozen. 


IMPERIAL RUBBER COMPANY 


Akron, Ohio 








ATTENTION 


Buy direct from mcnufacturer. 
Save jobber’s profit on appliance 
and radio supplies. 


SPECIALS: 
Rebuilt Vacuums $4.00 


With new bags, cords, brushes and refin- 
ished like new. Armatures rewound, $1.50. 
Rebristled brushes, 30c. exchanged. 


Don’t delay. Write for catalog. 


RELIABLE SUPPLY CO. 


77098—12th St., Detroit, Mich. 





SPECIALS 


Rewound Exchange Price 
$1.40 each. Lots of six $1.25. 
Brushes rebristled 50 cents each. 


Dealers write in for many more 
bargains. 


WASHING MACHINE PARTS 
VACUUM CLEANER SUPPLIES 


4552 Sheridan, Detroit 





Vacuum Cleaner Armatures 


Pomranz Electric Company 














What the Library Offers You 


Terrell Croft’s books on practical electricity are known and respected 
by experienced electricians throughout the world. They are packed 
full of practical data, diagrams, short-cuts, helps and explanations, 
all presented in simple, easy-to-understand language. Maintenance 
men, wiremen, trouble shooters, appliance fixture men, armature 
winders, electrical contractors, and everyone connected with an elec- 
trical job of any kind, will find that these books are written in their 
own language by a man who has been through all the ropes of the 
game, Fed this Library is like having an expert at your beck 


FREE Book Offer 


To encourage you to ACT NOW and get this Library working for 
you, we will give you, absolutely free of charge, a copy of Croft’s 
American Electricians’ Handbook, 2nd Edition, on receipt of your 
first small payment if you decide to keep the Library after examin- 
ing it for ten days’ free. 


10 days’ Free Examination 
Easy terms—Send the coupon now 





for wire men, service men, contractors and 
appliance fixture Men... a great set of books, and a premium 


for promptness 
Croft’s 


AMERICAN ELECTRICIANS’ 


LIBRARY 


6 VOLUMES, OVER 2000 PAGES 


—how to handle all kinds of interior wiring jobs, in residences, office 
buildings, industrial plants, etc. 

—how to wind and rewind alternating current armatures; simple 
instructions, well-illustrated 

—big book of circuit diagrams, representing all apparatus used in 
modern electrical power practice 


—practical reference book on interior lighting circuits and 
switches, from simplest to most complicated 

—how to test power and lighting circuits; causes of troubles, 
how to localize and correct them 

—practical methods for the moving and erection of elec- 
trical machinery 








McGraw-Hill Book Co., Inc., 330 West 42d Street, New York. 
Gentlemen:—Please send me CROFT’S AMERICAN ELECTRICIANS’ 
LIBRARY (shipping charges prepaid), for 10 days’ free examination. If 
satisfactory, I will send $1.50 in ten days and $2.00 a month until the special 
price of $17.50 has been paid. If not wanted I will return at your expense. 
When my first payment is received you are to send me my free copy of Croft’s 
American Electricians’ Handbook, 2nd Edition. 
PE 2G ae ee I Pere rT de Oe re ee 
Home Address ....... Aiki wid. da in bag Sinha bee ania el ela 
a ae ae one eee oe eaters ees uel els CR 4 eee rcncer taco 
Cv ccedn eed Cee keA ROE ReReNANs Ceaeas eee ewes Renee eee cee eee 
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A New Device 


for an old 








Need! 


Retail Price 


Elmenco Fused 
_ Plug 25¢ 
including 2 

Fuses in plug. 


Fuse Refills: 4 for 10c. packaged. 


A Plug that's FUSED 


Localize Appliance Faults by using 
FUSED PLUGS in receptacles or ap- 
pliance cords. Failure of appliances so 
protected does not “kill” entire circuit. 
Anyone can re-fuse the FUSED PLUG 
quickly and safely without tools. 


Power Companies spend an average of 

$1.50 a call in restoring service from Sample 
blown fuses. Now their merchandise the 
and service departments can _ sell " 
FUSED PLUGS, cutting service ex- Profits 
pense and making a merchandising 

PROFIT. 


It Sells! A Newark appliance outlet 
sold 164 FUSED PLUGS in one day 
by mere counter display. Jobbers, 
dealers, appliance departments, utili- 
ties, cash in now. SAMPLE THE 
PROFITS! 


Special Offer » » » » 
Good only until Dec. 31st 





Lee Skipwith & Co., Inc. 
369 Lexington Ave., New York City 
I will sample the profits as per your special offer. Please send me 
12 ELMENCO FUSED PLUGS All complete in the attractive 
Counter Display Carton. Post- 
24 Extra Fuses BHO BICDEIGS 6.05 <6 c0:0. <:0:¥i0 $1.90 


The terms for this Introductory Offer are check or money-order with 
this coupon. 








a _____ 


ALPHABETICAL INDEX 
TO ADVERTISERS 





This index is published as a convenience to the reader. 
Every care is taken to make it accurate, but Electrical Merchandising 
assumes no responsibility for errors or omissions. 





Page Page 
American Weekly............... 15 | KitchenAid Mfg. Co............ 56 
Automatic Washer Co........... 59 
Lindemann & Hoverson Co..... 58 
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Bond Electric Corp............. 45 i 
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January’s 
Statistical 
Month 


and the January issue of Electrical 
Merchandising will be its annual Statis- 
tical Number, containing a full report 
of appliance sales and saturation prog- 
ress for the year 1932. Considerable 
will be the reader-interest in this Statis- 
tical Number on the part of electrical 
retailers, wholesalers and manufactur- 
ers. Advertisers will find this January 
Statistical Issue a splendid one in which 
‘to start their’ new year’s campaign. 
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UPHOLD YOUR REPUTATION 








Your reputation depends on the performance of every detail of your product—the 
parts you buy outside as well as those you make yourself. Delco Motors uphold that 
reputation. They are built expressly for household service. Their design has been proved 
in millions of electric refrigerators, the most severe test of a household motor, as well. 
as in thousands of washing machines, ironers, vacuum cleaners and oil burners. Delco 
Motors are quiet, when starting as well as when running. They are practically vibra- 
tionless. They need no attention. When they are provided with Delco Sealed Lubrica- 
tion they do not even have to be oiled, in your factory or when they are placed in 


service. Delco Motors are built to uphold the finest reputation ... and they make good. 
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a Kelvinator 


—with Kelvinator Quality all 
the way through for only 


a 


INSTALLATION AND TAX PAID 


Think of being able to offer your pros- 
pects a Kelvinator for onl} $112.00—a 
Kelvinator that was not built down to a 
price, but one that has the well known 
quality, craftsmanship and value which 
has become traditional with Kelvinator 
in the past 18 years. 


The new “R” Series has 3-Zone Cold; 
8 freezing speeds; a new Kelvinator en- 
gineering development which permits 
refrigeration during defrosting; porcelain 
interior with rounded corners; one-piece 
steel exterior; porcelain cooling unit; the 
same compressor used in the higher- 
priced Kelvinators; and many other de- 
sirable features. 


There are two models, the 4 and 6 
cubic foot cabinets. 


Here is a low-priced electric refrigera- 
tor that has a quality “look” —it has the 
ability to perform—it is dependable— 
and it is built for years of satisfactory 
service. It represents the greatest value 
in the low-priced field—a volume and 


profit opportunity without equal. 


KELVINATOR CORPORATION 


Kelvinator of Canada, Ltd., London, Ontario 








ers satisfied. 


Still Greater Profit Potential 


ITH the 1933 Kelvinator Line you would never lose a sale 

for the reason you did not have merchandise that meets 
the propect’s requirements of size, type, and price. Every pros- 
pect is a Kelvinator prospect—your prospect with this great new 
Line that covers every market. And not only do you have “full 
coverage,” but you also have the leader in each price field — 
merchandise that assures you full profit, permanent profit that 
stays in the bank and is not dissipated in keeping your own- 


Obviously, such a complete line of “step-up merchandise”— 
competitively priced—offers a greater opportunity for larger 
volume and increased profits. Now, even more so than ever, 


Kelvinator is the most desirable franchise in the industry. 








NEW DELUXE LINE 1S THE FINEST IN THE INDUSTRY 


There are so many outstanding things 
about the new DeLuxe line. It is fully auto- 
matic, no dials to set, an exclusive Kel- 
vinator feature. It has 4-Zones of Cold; 
the Frost Chest; the Kold-Keeper; World’s 
Fastest Freezing Speed; and a long list of 


other design and engineering features. 


The DeLuxe line includes five models, 
the 5%, the 644, 7%, 9 and 12 cubic 
feet food storage capacity. In addition 
there are two special jobs, the 15 and 
23 cubic feet. 


























¢ Kelvinator Limited, London, England 
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“K” Line Represents 
Greatest Value in 
Medium-Priced Field 


For the medium-priced market, Kelvin- 
ator offers two lines, the “K” and the 
“PK.” The “K” series of four models, 4, 
5, 6 and 8 cubic feet, is finished in Kel- 
vinator “permanent white” lacquer on 
the exterior with porcelain interior. The 
“PK” series is all-porcelain and includes 
five models, 4, 5,6, 7 and 8 cubic feet 
food storage capacity. 


With one or two exceptions, these two 
lines have the same exclusive -features 
which make the DeLuxe line the finest 
in electric refrigeration. Fully automatic 


operation; 4-Zones of Cold — on the 


“PK” and 3 on the “K,” and World’s 
Fastest Freezing Speed are features of 
these medium-priced Kelvinators that 
cannot be had on other higher-priced, 
competitive makes. 


The long list of features which makes 
these models so outstanding, includes 
everything necessary for complete, satis- 
factory, long-lived refrigeration service. 
In every respect, they are the finest in 
the medium-priced field. As such, they 
are big profit producers for Kelvinator 
dealers. 


Complete details of the new Kelvinator 
Line will be sent to responsible mer- 
chants who want a complete, depend- 
able, profitable franchise for 1933. Write 
us direct to-day. 


° 14249 PLYMOUTH ROAD, DETROIT, MICHIGAN 


(602) 
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